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Ut » Y is traditionally the 
“kick-off” month of the new 
season for most bottlers. 
Hence, we have included in 
this issue a number of articles 
aimed at helping the bottler 
prepare himself, his men, and 
his plant for peak production. 
Getting caught short in the 
middle of the season could be 
costly in terms of sales, money 
and time. Presuming that all 
bottlers are pursuing the basic 
principle of keeping the equip- 
ment in operating condition, 
our comprehensive article on 
plant sanitation, covering every 
department, can help material- 
ly in avoiding spoilage troubles 
later. Not that sanitation is a 
one-shot proposition; it must 
be continuous and planned, but 
it is apt to be curtailed in the 
big summer rush. 

xk 
Another article discusses an 
ORANGE-PINEAPPLE re. acogg phase of wane puri- 
cation, that of eliminating off- 
PINEAPPLE tastes in water, a spring phe- 
RASPBERRY nomena en many meiner 
encounter each year, and a 
ROOT BEER | third discussion brings to the 
fore concrete and worthwhile 
suggestions for proper sugar 
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ALVAGRAPE STRAWBERRY handling, for the utmost con- 

servati f this expensive in- 
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Included in this issue are a 
number of short but informa- 
tive case histories of bottlers’ 
activities with regard to pal- 
letization, advertising and pro- 
motion, and a more detailed 
analysis of the problem of se- 
lecting and training men for 
selling work. This strikes at 
one of the more serious of the 
bottlers’ problems — manpower, 
which has been hard to get, to 


Write for samples 
and for your free copy 
of the BOTTLERS' GUIDE! 


keep, and to make effective. No 
high-falutin’ scientific diserta 
tion, this is a down-to-earth, 
practical discussion on a difh 


cult management problem 
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Price Breaks In Big Texas Cities; 

Connecticut Quarts to $1.85! 
Two significant developments 

west, the other in the northeast 


one in the South- 

highlighted the 
industry’s continuing movement towards profitable 
pricing last month. 


® In Houston, Texas, a stronghold of 80-cent 
pricing, two major bottlers (7-Up and B-1), ef- 
fected an increase to 96c per case (full story p. 12). 
Although Houston Coca-Cola could not be reached 
for comment, other bottlers in the area said they 
were watching developments and probably would 
increase their prices similarly in the near future. 
Significantly, too, the Coca-Cola Bottling Co. of 
Shreveport, less than 200 miles distant from Hous- 
ton, also boosted to 96c. And in Corpus Christi, 
another leading Texas market, eight bottlers (in- 
cluding 7-Up, Nesbitt’s, Barq’s, Royal Crown, Grap- 
NuGrape, 
Punch——but not Coke and Dr. 


ette, Bireley’s, Hires, and Delaware 
Pepper), raised to 
$1.00 per case. The Corpus Christi bottlers also 
upped deposit levels from 50c to 80c¢ per case (3¢ 
per bottle, 8c for shell). Many trade observers were 
convinced that these price breaks are the fore- 
runners of many more to come in important south- 
ern and southwestern markets. 

®@ In Connecticut, leading quart makers includ- 
ing Cott and Diamond Ginger Ale (but not Canada 


Dry which is still at $1.60), announced ar 


Increase 
to $1.85 on quarts. Cott said the $1.85 price, ef- 
fected earlier in parts of N. Y., now applies to all 
of Connecticut, New York City, and southern N. Y. 
State. Firm added that its newly-owned franchised 
operation in Fort Worth, Tex., is also at $1.85 on 
quarts. Cott, as well as Diamond Ginger Ale, told 
N.B.G. that the new $1.85 quart price, which brings 
the retail price to 23c per bottle or 2 for 45c, is 
being well received by both dealers and consumers 
Diamond Ginger Ale also boosted the price of its 
12-ounce from $1.60 to $2.10 and its splits (30- 
bottle case) from $1.20 to $1.40. 


Haven Coca-Cola 


Also in Connecticut, New 
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boosted to 96c, moving closer to the $1.20 level es- 
tablished previously by most 7-Up and Pepsi-Cola 
plants in the State. 

As we go to press, word is reported of another 
important price break. Coca-Cola Bottling Co. in 
Utica, N. Y. and in several other northern New 
York areas (Root chain) have gone up in price. In 
each of these areas it is expected that this will 
bring price increases by other bottlers. 

@ In Maine, several bottlers including Old Scotch, 
Augusta, and Geo. J. Mitchell Co. (Hires), Water- 
ville, raised their deposit levels to $1.25 (5e per 
bottle, 5c for case). Both firms indicated that 


dealer response to the higher deposit is favorable. 


Coke Shows First Quarter Gain 


Coca-Cola Co. this month reported that net in 
come for the first three months of 1953 climbed to 
$4,552,785, compared with $4,122,982 in the first 
quarter of 1952. President H. B. Nicholson declared 
that the company recently sold its two-billionth 
gallon of Coca-Cola syrup—one billion of which 


were sold during the past nine years 


Beverage Boftle Price Hike 
Postponed Until Nov. 1 


Leading glass manufacturers have agreed to 
postpone an increase in beverage bottle prices until 
November l, 1953, it has been learned by National 
Bottle rs’ Gaze tte. 

The increase, when it becomes effective, will raise 
the price of large bottles about 80c per gross and 


about 50c per gross on smalls. 


Minnesota Okays Dietetic Drinks; 
Maine Nearing Similar Action 


Minnesota last month okayed the use of syn- 
thetic sweeteners in soft drinks, and Maine was 
on the verge of approving the bottling of dietetic 
beverages, too. 


In Minnesota, a bill permitting the use of sac 


charin, sulfamate, or other artificial sweetening 
agents in dietary foods and beverages, passed the 
House and Senate, was signed by the Governor, 
and is now a law. The new legislation also provides 
for the labeling of synthetic-sweetened products. 

In Maine, the House has passed a bill prohibiting 
the use of artificial or non-nutritive sweetening 
agents in soft drinks. However, an amendment pro- 
vides that the commissioner shall have power to is- 
sue a special permit and promulgate regulations 
for the manufacture, labeling and sale of special 
dietary beverages containing such artificial sweet- 
ening agents. 

And in Massachusetts, where synthetic-sweetened 
soft drinks may now be sold only in drug stores, 
a public hearing was held last month by the State 
Public Health Dept. to consider the possibility of 
extending dietetic drink sales to other outlets. 

There were other interested developments in the 
legislative picture. Renewal of a beverage tax re- 
mains a strong possibility in Pennsylvania, but in 
most other states where discriminatory legislation 
was introduced this year, the danger has passed 
In New Jersey, a bill to permit the use of fluoridated 
water in soft drinks has passed the Senate and 


Assembly. 


$1.40 Oregon Bottlers Show 
Sales Increases 


93.2% of Oregon bottlers who raised to $1.40 
show a sales volume gain for the first quarter of 
1953, a field survey by the State bottlers’ associa- 
tion reveals. “The other 6.80 are also very happy 
with the new wholesale price level’, the associa 


tion has reported. 


3 New Bills Would Up Labor Costs; 
St. Louis Bottlers Get New Demands 

Three bills proposing drastic changes in condi- 
tions Which now exempt outside salesmen from pro- 
visions of the Fair Labor Standards Act have been 
placed before Congress. 

One of the three bills requires a monthly minimum 
salary of $250, exclusive of payments for expenses 
incurred by the salesmen and properly compensable 
by the employer. Two companion measures are even 
more severe in their provisions; they set a weekly 
minimum pay scale of $60, and allow little flexibility 
or less variation in salary than under the bill fixing 
a monthly minimum. 

LATE FLASH! As we go to press, details have 
been reported on the demands made by the union 
upon the St. Louis, Missouri bottling plants. In- 
cluded among the demands are $95.00 minimum 
pay for all inside help for a 40-hour week; eight 
paid holidays; twelve-day sick leave; le per case 
contribution for the Union Welfare Fund. St. Louis 
bottlers estimate that these demands represent a 


10°) increase in labor costs 











“TRIM” BOWS ... 


This is “Trim’—B-1 Bev- 
erage Company's new 
sugar-free. Sucaryl- 
sweetened beverage. 
Root beer is the first 
flavor to be introduced; 
others will be added 
later. Package is a 28- 
ounce, non-returnable, 
no-deposit bottle. 








Sugar-Free No-Cal Gets New 
Push; B-1 Adds Dietetic Drink 


Bottler and consumer interest in dietetic bever- 
ages continues on the upgrade, according to several 
developments reported last month. 

® Kirch Beverage Co., Brooklyn, N. Y., announced 
plans for an extensive expansion program for its 
sugar-free, Sucaryl-sweetened line of No-Cal flav- 
ors. Firm, according to President Morris Kirsch, 
will increase its delivery fleet and install a new, 53- 
ton, $50,000 Meyer Dumore bottle washer. Plant 
has already invested more than $100,000 in pro- 
duction equipment since No-Cal was first intro- 
duced about a year ago, Kirsch said. It is now out- 
selling every other Kirsch product. 

@ B-1 Beverage Co., St. Louis, announced the in- 
troduction of a new sugar-free, synthetic-sweetened 
soft drink “after more than two years of research 
and experiment and trial sales promotions in several 
small markets” (see accompanying photo and cap- 
Trim”, has 


aon 


tion). Franchising of the new product, 
already begun. 


B-1, Canada Dry Expand 
Franchise Chains 


Extensive additions to their franchise chains 
have been reported by the B-1 Beverage Co., St. 
Louis, and Canada Dry Ginger Ale, Inc., N. Y. C. 

B-1 recently concluded negotiations for the bot- 
tling and distribution of its products throughout 
the Alaska territory and Aleutian Islands. Presi- 
dent O. C. Thener further reported that new B-1 
bottlers have been signed up in West Virginia, Mis- 
souri, Wisconsin and Illinois in recent weeks. 

In the first six months of its current fiscal year, 
Canada Dry negotiated franchise agreements with 
forty additional bottlers, 22 of whom began opera- 
tions during the period, Vice-President James W. 
Ellis has announced. The newly operating bottlers 
increase Canada Dry’s representation most strongly 
in the Midwest and far West, and bring the com- 
pany’s total of full-line bottlers in operation as of 
March 31 to 134. 


Government's Sugar Price Policy 
Leaves Plenty Of Room For Increases 


Agriculture Secretary Ezra Benson last month 
set forth the government’s sugar pricing policy, 
but bottlers could find little hope for sugar price 
relief in his statement—despite an increase of 
100,000 tons in the 1953 sugar quota a week after 
the policy declaration. Trade observers generally 
felt that the Secretary’s stated position leaves 
nlenty of room for further increase in the price 
of sugar. Said Benson: 


“It will be our purpose to administer the Sugar 
Act in a manner which will avoid the extremes of 
both excessively high prices to consumer and dis- 
astrously low ones to growers. The fact that small 
quotas may be needed to protect prices during a 
period when they frequently reach a seasonal low 
point does not mean that such quotas will be per- 
mitted to force prices to unduly high levels. The 
Sugar Act must be administered so as to achieve 
general price stability without, however, attempt- 
ing to achieve rigid price controls which would 
interfere with the effective functioning of the mar- 
ket... . It will be the purpose of this department 
to make quotas large enough to provide all the 
sugar consumers are willing to purchase at fair 
prices without going to the opposite extreme and 
creating surpluses which render the Sugar Act 
ineffective.” 

The 100,000 ton boost in the sugar quota, taken 
April 10, increased the quota for the current year 
to 7,900,000 tons, and temporarily removed some 
price pressures which were beginning to appear 
in the market for a higher sugar price. 

But the fact still remains that the 1953 quota 
stands at a figure 300,000 tons below what Agri- 
culture has announced as probable consumption for 
the year, and 600,000 tons below what industrial 
sugar users estimate as a full requirement. These 
artificial restrictions on supply will continue to act 
as an unreasonable price support, unless a more 
realistic approach is taken by the new Secretary 
of Agriculture. 


Eresman Named President 
of N. D. Bottlers' Association 


Mike Eresman, Seven-Up Bottling Co., Devils 
Lake, N. D., was elected president of the North 
Dakota Bottlers Association at the 38th annual con- 
vention of the organization, April 24-25, in James- 
town. Every bottling plant in the state, with but 
one exception, was represented at the meeting which 
also drew prominent visitors from neighboring 
Minnesota and Wisconsin. 


Other officers elected were: W. O. Rabe, Coca-Cola 
Bottling Co., Dickenson, vice-president, and J. R. 





Elected president of the 
North Dakota Bottlers 
Association at 38th an- 
nual meeting last month 
was Mike’ Eresman, 
Seven-Up bottler in 
Devils Lake. 








Bernabucci, Coca-Cola Bottling Co., Jamestown, 
secretary. 

Named to the Board of Directors were: J. F. 
McGurren, Seven-Up Bottling Co., Bismarck ; Claude 
Funden, Mandan Beverage Co., Mandan, and Alvin 
Cors, Pepsi-Cola Bottling Co., Hettinger. 


News Briefs 


A.B.C.B. reports that the recently-developed 
“Bottlers’’”’ sugar will sell at market prices. But a 
high official of a leading sugar refinery has advised 
NBG that it will be priced about 5c per bag higher 
... Pepsi-Cola Company shows a sharp increase in 
first quarter net earnings—from $175,000 for the 
first three months of 1952 to $595,000 in the com- 
parable 1953 period . . . New York bottlers are 
overwhelmingly in favor of a carton deposit, initial 
returns on a survey now being conducted by the state 
bottlers’ association reveal . .. St. Helens, Ore. has 
levied a fee on all delivery trucks operating in that 
city, and the Oregon bottlers’ association is actively 
fighting this legislation. It’s interesting to note that 
the city’s authority to impose this fee has alrady 
been upheld in the lower courts. 

Dr. Pepper Company is launching a big cup ven- 
dor program (see story p. 31) ... New Hampshire 
food merchants evidently like the no-deposit bottle; 
they vigorously battled and decisively defeated a 
measure which would have prohibited the use of 
no-deposit bottles in the state Grocery store 
sales hit $33 billion in 1952—up 8% over 1951 
Soft drink industry, in case you didn’t know, is the 
largest industrial user of sugar. It took 10.5°% of 
all sugar marketed in the U.S. last year, as against 
bakery-cereals (9.307), confectionery (8.80%), and 
ice cream (3.80) ... A new orange juice drink will 
soon be marketed nationally, through dairies, by 
Sunkist Growers, Inc. It means more competition. 

One of the industry’s most beloved supplymen, 
Nehi Corporation’s James H. Craig, Sr., passed 
away recently. Mr. Craig had represented Nehi in 
the South for many years, was revered and re- 
spected by all who knew him... About 1,000 Seven- 
Up developers from throughout the U. S. and Can- 
ada attended the annual, parent company-spon- 
sored Developers Meeting in St. Louis in late 
March. 


National Bottlers’ Gazette 





~ 





ed 





oF a Mee 


es 


ee atclewetys 






































In The News Again... 


SOFT DRINKS IN CANS 


New line of canned drinks, under 
“Super” label, announced by Walter 
S. Mack, Pepsi-Cola’s ex-president... 
Five flavors, in two sizes, to hit New 
York market first... . 


Sor drinks in cans (cover photo) made the news 
headlines throughout the country late in April. 
That it received such widespread publicity stemmed 
primarily from the fact that the announcement was 
made by Walter S. Mack, former president and 
board chairman of the Pepsi-Cola Company.at a 
press luncheon given at the Waldorf-Astoria in 
New York on April 20th to food editors and re- 
porters. 

Mr. Mack, now president of Phoenix Industries, 
Inc., has continued his association with the soft 
drink industry, first with the purchase by Phoenix 
in June, 1951 of Nedick’s, Inc., and subsequently 
by the acquisition of Cantrell and Cochrane Corp’s. 
formula and trade mark for the United States, 
Canada and Mexico. 

The new line of canned beverages bears the C & C 
trade mark but will carry the trade name of “Super” 
for Coola (Cola), ginger ale, club soda, grape and 
root beer. All the beverages will be available in no- 


deposit, non-returnable cone-shaped cans in two 





FORERUNNER . 


Back in 1938, Clicquot Club experimented with its na- 
tionally-advertised ginger ale in cans. It proved un- 
successful. 
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SUPER WARKET SPECIAL 


lec Gragoe NuGrape’s rich and delicious flavor is a natural favorite 
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of thirsty youngsters of all ages. They know 
ape sty } e 5 ) 
a good thing when they taste it and call for it in a big 


way—at home and away. 


Smart bottlers are taking full advantage of 
NuGrape’s popularity in the home. They’re moving 
NuGrape Soda into super markets and grocery 


stores by the truck load daily. 


Why don’t you investigate a 
NuGrape Soda franchise today ! 


2 4. ie Ge 





in? 
a 
a 
2 


. 


iA 


uae 
Wy) my N\\ Ue 


0 
\\ 


why!) 











sizes—6 oz. and a “king size” 12 oz. It will have 
the additional feature of being enriched with Vita- 
OMAHA Coca-CoLA BOTTLING COMPANY min C. The 12 oz. size will retail for 10¢ each, 3 
SOE for 29c. 
alabama The idea of packaging soft drinks in cans is not 





February 2lst, 1951 


Omaha Coca-Cola 
* 
ottiing Co. reports: 
S 7 
Infilco Incorporated 
325 West 25th Place 


“.. water treating control Chicago 16, Illinois 


4 4 ’ Gentlemen: Attention: S. H. Walker 
is sumple on the JBAS 
We are happy to answer your letter. Our new plant was 
4 ” . 7 . opened in July 1949 with new and modern machinery through- 
nN spite of daffic ult out. The INFILCO JBAS-1500 water treating plant followed 
by International Disk Filters, was placed in operation 


. ies dts ; 99 at that time. 

raw water conditions... 

Since our water supply is highly variable in alkalinity 
and organic material and subject to sudden and unpredict- 
able wide changes in these qualities, we now realize the 
real benefits we are deriving from our INFILCO JBAS treat- 






















ing plant. Mr. Ellery Recob, our Production Superinten- WALTER S. MACK, 

dent, insists that water treating control is simple on the 

JEAL in spite of difficult raw water conditions as ex- Pepsi's ex-president, made the headlines 
plained above. ‘ . ‘ 

eee again with his announcement of plans to 
Compared to our old plant, which we had to follow closely, promote a line of canned soft drinks. 





the JBAS is a source of real satisfaction. The Coca-Cola 
Traveling Laboratory technically verifies our daily log 
sheets several times annually proving the results. Our 


water treating equipment has always scored 100%. ~~ : = . are 
new. Clicquot Club Ginger Ale Co., Millis, Mass., 


Yours very truly, experimented with the can briefly about 15 years 
OMAHA COCA-COLA BOTTLING (COMPANY ago (in 1938) and Pepsi-Cola in 1950, during Mack’s 

Mpeackeh presidency, marketed 12 oz. cans of Pepsi-Cola in 
M. Le Gothard, Manager several large eastern cities. (Retailing at 3 cans 






for 25c.) This latter experiment was short-lived, 





however, with many complications arising from the 





... complete 

water treatment 
in a new 
economy package! 





Uniform taste and flavor are big benefits in themselves. 
But JBAS pays other dividends to this successful 


YOURS FOR THE ASKING 
JBAS BULLETIN No. 1823-C 


Use quick action coupon. 





Omaha bottler. This compact, complete water treating plant 


saved space and reduced installation costs... simplified 





operation...eliminated wash water waste... protects against 











IN 26 PRINCIPAL CITIES 


contamination in washing... and offers daily chemical ne ot oases q 
. ' PEPSI EXPERIMENTED, TOO.... 
economies. Find out how you — like hundreds of other bottlers INFILCO INC. 
can benefit from JBAS water treatment. P.O. Box 5033, Tucson, Arizona ! In 1950, during Mack's presidency, Pepsi-Cola in 12-oz. 
\ Plea nd JBAS Bulletin No. 1823-N i cans was introduced in several large cities. Only one 
ease sen ° © NO. in J* 
, bottler continued with the experiment. 
NAME_ : aatetbiaitaninniimets 
‘ s rs 1 1 
{CSON, £ 20) — ee ; 
INFILCO INC. Tucson, Art 1a 4 COMPANY $$ different pricing of the bottled and canned products. 
. 7 , . oe : However, while the idea of soft drinks in cans is 
Plants in Chicago & Joliet, Ilinois | — APPRESS— - necemammomnmene I ptpiintibiics ; ; 
i i not a new one, some of Mr. Mack’s marketing plans 
FIELD ENGINEERING OFFICES \ C—O lle \ 
1 1 
I . 


(Continued on Page 8) 
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"Todays loveliest 


figures show 
The ody tate 


is ie 
(ight ofres Wie) 


YERYWHERE you go. you see walking 
iD testimonials to modern woman's good 
sense, good taste, good habits of living. 
Slimmer. trimmer, more vouthful- 
looking, more admirable in every way 
thanks to her eareful diet. to modern, 
lighter meals, less filling foods and 
beverages, 

Insurance tables say she'll live 
longer, too—and so will her countless 
men-folk who take care to follow her 
wholesome example. 

Poday’s Pepsi-Cola is made to suit 
this modern trend, For Pepsi has 
steadily kept pace with modern ideas of 
diet. Pepsi is light, dry (not too sweet), 
reduced in ealories. 

You ll find Pepsi-Cola in the familiar 
economy size that serves two people or 
in the smaller single-drink size. 

Have a Pepsi—the light, modern 


refreshment. 





May, 
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CARTON OPENER 


Speed up carton opening with the 
labor-saving Bottle Master 
Carton Opener equipped with 


Electronic Flow Control. 
For further information, 


call or write 
Atlanta Paper Company. 


ATLANTA PAPER COMPANY 


Atlanta 2, Georgia 
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WARNER-JENKINSON MFG. 


Manufacturers of Certified Food Colors, Flavors, Extracts, Vanillas 
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. CREAM SODA 


Tingling and tangy ... delicious 
and satisfying ... this always-popular 


thirst quencher makes beautiful 


music on the cash register 


IF it's made with Red Seal Flavors 
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out of your truck buy: 
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Thrifty power. New International Model 
R-160 with bottler’s body has improved 
Silver Diamond valve-in-head engine. Fa 
mous Comfo-Vision cab. R-160 Series Mod- 
els GVW ratings range, 14,000 to 17,000 
Ibs. Wheelbases 130, 142, 154, and 172 in. 


International Trucks are proved all 3 ways 


You take the guesswork out of truck buying when you 
buy International trucks. They are proved all three ways 
to give you the performance you want at the lowest cost: 


1. Proved Before They’re Built. Before any International 
truck model goes into production, the right balance be- 
tween design, costs, and performance is developed and 
proved at International Harvester’s new truck Engi- 
neering Laboratory. The results—longer truck life, re- 
duced operating and maintenance cost—give you more 
truck for your dollar. 


2. Proved After They’re Built. Economy, performance, and 
stamina of Internationals is proved again at the “Desert 
Whipping Post,” 4000-acre Proving Ground in Arizona, 
under the most difficult operating conditions. 


3. Proved In Service. In 1952, America’s most cost-con- 
scious truck operators bought 58° more heavy-duty 


Internationals than any other make, 27.3% of all heavy- 
duty trucks sold. Every new International truck, from 
14-ton pickups to six-wheel off-highway models, em- 
bodies the advanced engineering principles that have 


kept Internationals the heavy-duty sales leader for 21 


straight years. 
See them. Compare them. Drive them. Ask your nearest 
International Dealer or Branch for all the facts. 











Select the International That's Right for Your Job from 
America’s Most Complete Truck Line. 168 basic models from 
14-ton to 90,000-lb. GVW rating . . . 307 new features... 
29 engines, with widest practical choice of gasoline, LPG 
or diesel power, available to give the right power for the 
job... 296 wheelbases ...Transmissions and axle ratios to 
meet any requirement ...Thousands of variations for ex- 
act job specialization 








INTERNATIONAL HARVESTER COMPANY + CHICAGO 


International Harvester Builds McCormick Farm Equipment and Farmall Tractors Motor Truck 





Better roads mean a better America 


NTERNATIONAL TRUCKS 








“Standard of the Highway” 


Industrial Power Refrigerators and Freezers 









TALK OF@aa@THE TRADE 


are distinctly novel in character. As reported in the 
New York Herald-Tribune on April 21st (N.B.G. 
and other bottling trade publications were not in- 
vited to the press luncheon) Mr. Mack pointed to the 
“Super” line as “‘the way to lick the bottle deposit, 
bottle return nuisance that has plagued the retailer 
for half a century.” He revealed the “inside” story 
of why the industry hasn’t canned its soft drinks. 
To do so, he said, would mean scrapping millions 
of dollars worth of empty bottles and cases, financing 
new equipment and converting old plants. (Not 
mentioned was the fact that the 12 oz. cans cost 
approximately 31 cents each, the smaller ones only 
slightly less, and that this type of container is ex- 
tremely vulnerable in the event of metal shortages. ) 

Mr. Mack envisions a completely different dis- 
tribution system for the “Super” line. It will be 
centrally manufactured, he reported, and distribu- 
tion will be through wholesale grocers instead of 
the “old fashioned, expensive method of store de- 
livery by franchised bottling plants.” (Industry 
experience thus far has shown national distribution 
if soft drinks from one central manufacturing 
source to be economically unsound. Clicquot Club 
and White Rock, last of the well-known brands to 
use this system, were forced to abandon this mode 
of operation, some years ago. ) 

Mr. Mack reported that extensive consumer tests 
had been made against leading competitors, with 
the “Super” beverages coming out in the lead. 
Insofar as the container itself is concerned, he said 
that thousands of women were queried with “93° 
for cans over bottles.” 

The canned line is reportedly being readied for 
initial distribution in groceries and super markets 
in the New York area, by mid-May. Large news- 


paper ads, radio and TV spots, will be used. 


Pepsi-Cola Bottler In Alton, Ill. 
Does Big Business In Cans 

Reportedly the only Pepsi-Cola bottler in the coun- 
try who has continued the parent company’s experi- 
ment with cans, Gust Magyos, franchise bottler in 
Alton, Ill, in an exclusive interview with N.B.G 
stated he was quite pleased with almost three vears’ 
experience. Average annual sales are about 150.000 
cases (48 cans to the case), Mr. Maggos reported. 

Distribution is through approximately one-third 
of the plant’s 6,500 outlets and through 175 vending 
machines. The 12-0z. can retails for 10c; 3 for 29¢c, 
with no carry-home cartons. Wholesale price level 


is 83.60 for 48-can case 
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Wide-spread Use Not Practical 
For Non-Returnable Bottle... . 


ead 

were appears to be at the present time no prac- 
tical possibility of widespread use of non-returnable 
bottles for 6-oz. to 12-0z. carbonated beverages in 
spite of an expression by many retailers that they 
would. favor such a development,” Bert Herron, 
Glass Container Division Advertising and Merchan- 
dising Manager, Owens-Illinois Glass Co., told food 
retailers attending the Minnesota Food Retailers 
Convention at St. Paul last month. 


Mr. Herron pointed out that one of the main 
qualities of glass is that it can fill so many different 
roles. But these different roles also involve differing 
cost factors. A bottle for carbonated beverage, for 
example, is a very different proposition from a jar 
for pickles or even a bottle for beer. The pattern 
is so different by different products, for instance, 
that single-trip beer bottles cost considerably less 
than cans. But talking about the possibility of re- 
tailing a five or six cent carbonated beverage in a 
one-trip bottle is at best a doubtful proposition. 


“Actually, no one is in business for convenience,” 
Mr. Herron said. “It would be fine if there didn’t 
have to be such a stiff capital investment for special 
equipment for frozen food. It would be fine if fresn 
produce didn’t have the factor of spoilage. And it 
would be fine if everything on a retailer’s shelve 
had completely unlimited shelf life. The point is 
that whatever the situation, whatever the problem, 
the solution should stem first from a consideration 
of the consumer’s viewpoint. 


“The consumer attitude on the return of deposit 
bottles really offers an opportunity for good cus- 
tomer relations which is often overlooked. The im- 
portant thing about the retailer’s relationship with 
the consumer is that she should have a friendly feel- 
ing toward him. That feeling could be the product 
of many different factors, but it does have to be the 


result of a consistent relationship. 


“From store to store, a consumer returning de- 





BERT HERRON, who told 
food dealers that one- 
way bottle has limited 
{future in the soft drink 
industry, and urged 
capitalizing on oppor- 
tunities afforded by the 
deposit system. 
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ALWAYS IN DEMAND! 


Just as a pretty miss is always popular, a good soft 
drink always creates demand. That's why these 
four fine ‘Twitchell flavors in particular have caught 


on everywhere ... 


Twitchell’s BLACK CHERRY 
A luscious fruit flavor extract: made from plump 
black cherries with other natural flavors added. Its 


rich goodness makes it a real sales-builder. 


Twitchell’s STRAWBERRY CREAM 
A rich, tasty vanilla type, blended with tasty straw- 
berry flavor. It will always bring customers back 


: 7 
for more! 


Twitchell’s 400 ORANGE 
Full-llavored, fine juicy appearance plus a keen orange 


tang make this a natural repeat business item, 


Twitchell’s WT GRAPE FLAVOR 
Truly a rich, natural! flavor because itis made from a 


real wine base. [t pushes profits up wherever it's sold. 


That's just part of the story about these four popular 
Twitchell flavors. Vake your pick of one, two, three, 
or all, and you'll find yourself on the road to greater 
sales... and more profits in the bank! Write today 


for prices, samples—or gallons. 


Ss. 


84 ye 
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ers of service toe bertliers 


CRESTMONT AND HADDON AVES.e CAMDEN 4, N. J. 












Here's OPPORTUNITY... 


knocking at youridoor! 













...the SURE F 
for you to 
GET A CHUNK 
of the lush LEMON-LIME 
SODA VOLUME 


Cut yourself a slice of LIFE... the low-cost America’s 

national drink which has proven it can capture a “THIRST” 

big share of the tremendously profitable e 
Choice! 


lemon-lime soda business for leading bottlers! 


DON'T LET 'LIFE" PASS YOU BY! | 





SPARKLING LIFE, Inc. 


6311 WILSHIRE BLVD., LOS ANGELES 48, CALIFORNIA 
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posit bottles is often made to feel unwelcome. Other 
stores have taken this situation as their cue to 
make this transaction an absolute honey of a good- 
will builder. Whatever the system in use, it begins 
and ends with the idea of making it as easy as 
possible for the consumer to return deposit bottles 
and get possession of the refund. And because the 
shopper has the nice feeling that it’s extra money, 
the odds are all in favor of it going for extra mer- 
chandise rather than as a part of the shopping list.” 

Mr. Herron said that the F.B.I. is reported to 
prefer that its representatives have the quality of 
being inconspicuous. But it is quite a different story 
that thousands of top grocers actually seem almost 
determined to acquire this same quality. 

As a result, the speaker said, down the drain goes 
the personality, individuality, and color that slows 
shoppers in their tracks and makes them feel there’s 
no store quite like this store. “It’s an awful thing 
when Mrs. Zilch can come out of the new million 
dollar market and can’t remember anything espe- 
cially different about it,” Mr. Herron added. 

Admitting that 85°; of streamlined, time-studied, 
standardized, methodical, scientific, low-cost retail- 
ing operations are absolutely necessary to hold down 
the expenses of food store operations, Mr. Herron 
said that the final precious 15°, of space and time 
and effort need the touch of individuality—the some- 
thing or somethings that the other fellow doesn’t 
have—the something that Mrs. Jones will remember 
and talk about—-the thing that makes a particular 
store just plain inviting. 

One hears a lot about the unpredictable female 
and there is some evidence to bear out this conten- 
tion, Mr. Herron explained. However, the speaker 
pointed out that for 16 years his company has con- 
sulted homemakers through consumer survey meth- 
ods, and he could testify that these women year 
in and year out do know what they want and are 
by and large consistent in favoring what they say 
they will. The real trouble starts when businessmen 
think they are in the driver’s seat and are making 
the consumer do what they want instead of vice 
versa. 

It is true that there can’t always be such a thing 
as an ideal soiution to every problem—one that 
gives the packer or bottler, the retailer, and the 
consumer all of the advantages each might like, Mr. 
Herron said. The point is that whatever the solu- 
tion, it should stem first from a consideration of 
the consumer’s attitude. 
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in tin, both big franchise brands, proved 
unsuccessful for various reasons. 
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FA, years have slipped by since the soft 
drink industry first wrestled with its price problem. 
There is no need at this stage of the game to review 
the past years; after all this time and what has 
developed, we find that the bottlers’ preoccupation 
with price is seemingly as endless as the Panmun- 
jom “peace” talks. This, as well as several other im- 
portant impressions was evident to NV.B.G. editors 
from personal contacts with hundreds of bottlers 
from coast to coast during the course of thousands 
of miles of travel this past winter. 

It's not surprising to find price still the big sub- 
ject of debate and controversy. Its the keystone of 
successful operation. It determines whether the bot- 
tler can operate at a profit, from which stems the 
means for keeping his plant in shape, doing the 
kind of merchandising and advertising he needs, 
getting and holding the type and calibre of men he 
wants. It affects his deposit practices. It colors his 
thinking and is often the tenuous wall between 
optimism and pessimism. Lack of profits can make 
a bottler bitter and angry at the world and too 
often, at his competitors. It can make him desperate 
enough to seek some form of redress which is pat- 
ently ill-advised and unworthy of an intelligent 
business man. Witness the dire tax situation in West 
Virginia which stemmed from just such a condition, 

As an industry. we have covered enough ground, 
pricewise, to know that a reasonable increase ts 
possible, practy al and workable. Better than 70% 
of the bottlers. numerically, have in the past few 
vears booted themselves off the old standard price 
platform and are walking the road toward fuller 
development of their businesses. Where this has 
happened, we've seen really optimistic and unafraid 
bottlers. The problems which loomed largely when 
their prices were too low were reduced to maneuy 
erable proportions when the price is right. [ts sim 
ply a question of balance ed operations 

The crux of the matter is simple: this is purely 
an individual problem and solvable only by each 
bottler. You can't persuade, or force, a competitor 
to do the things you want to do for your business, 
You can't solicit legislative “aid” from State gov- 


ernments without catching an ornery bear by the 


tail. You must simply decide what your price must 


The Avenue of Swiftest Recovery ... 






be and go out and get it. What thousands of bottlers 
have done successfully, the balance of the industry 
can do. Many bottlers have raised prices against 
what they believed to be strong opposition, Witness, 
for example, last month’s price break in Houston, 
Tex., by two major bottlers-—although Houston Coca- 
Cola is still selling at 0c. (See story on page 12.) 
Unquestionably, both these bottlers would have 
welcomed Coca-Cola’s participation in their increase 
to 96e. But the key point is that they raised, as 
thousands of other bottlers have before them, be- 
cause they recognized that price is an individual 
problem. No bottler who has faith in his business 
and his product should permit another bottler to 
dictate his price structure. Nor should a bottler allow 
his business to sink into insolvency because of a 
stifling price level followed by one or more of his 
competitors. 

We've visited with bottlers in thirty-odd States 
in the past six months and found their baste problems 
no different in Oregon than in Georgia, or Arizona, 
or Ohio or anywhere else. This we did find 

Where prices are up, bottlers are smiling. Their 
volume is increasing. Deposits are raised and con- 
tainer losses are reduced. Labor turnover is cut 
down and plants are being rebuilt and reequipped. 
And all this comes from an adequate price which 
produces a reasonable profit. 

Perhaps the most important aspect of the entire 
matter is the almost universal application of large 
chunks of the new profits to those two things which 
build volume manpower and merchandising. This 
is the area where we retrogressed furthest) when 
working money was scearee and where we can do the 
most good with profits. 

By using better men to regain our old supremacy 
in the stores, on the shelves, the islands, in’ the 
windows: by hammering at consumers from bill 
hoards and walls. newspapers and magazines; by 
building brand consciousness and recognition 
through radio and television; by sampling and pre- 
miums and promotions and the hundred other ways 
beverages can be merchandised, we build volume. 

Nothing else will do it halfas well it’s our avenue 


of swiftest recovery! 











80c PRICE CRACKED IN HOUSTON! 


7-Up and B-1 up to 96 cents; other bottlers may follow as break 


begins in traditional low-price area. 


Two major bottling companies in the Houston, 
Texas, trade area, B-1 and 7-Up, raised their prices 
late in April to 96 cents a case wholesale. Will the 
other bottlers follow suit? Is this the beginning of 
a wide-spread price break by soft drink bottlers 
in the Southwest, where plants have grimly clung 
to the 80c¢ wholesale, 5c retail, level despite sharp 
increases in their costs? 

For the immediate future, the other bottlers are 
wary, a N.B.G. survey of the Houston area com- 
panies showed this month. The bottlers want to find 
out two things for themselves: How will the con 
sumers react to the increase? And, what will other 
bottlers, especially Coca-Cola, do? 

All bottlers want to raise their prices, generally 
to 96c wholesale per case, the survey of Houston 
area bottlers indicate. But they hesitate to do it 
until everyone is ready to go along. For all non-cola 
bottlers this depends on whether consumers. will 
stick with their favorite brands at higher prices; 
and for cola brands, whether Coca-Cola will raise 
its price. 

At least one bottler predicts a break to the higher 
level before the end of the summer. But others are 
considerably less sanguine. 

The long range picture is: There will be a general 
move to higher wholesale and retail prices, most 
probably to the 96c¢ wholesale level. When? Nobody 
is quite sure, but almost every bottler interviewed 
sees it coming. 

Surest indications come in the current informa- 
tion that bottlers in other Southwestern areas have 
found that 96c per case stimulates retailers consid- 
erably more than 90c per case; and the fact that 
Coca-Cola plants have recently raised their whole- 


sale prices in such small-city areas as the Brazos 





B. C. McCOLLUM GEO. I. HAWORTH 
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Valley of Texas (north of Houston and south of 
Waco) and the big-city areas of Beaumont, Tex., 
and Shreveport, La. The Shreveport company is 
linked in ownership to the San Antonio Coca-Cola 
company. 

The Houston “break” came when Seven-Up Bot- 
tling Corp. of Houston-San Antonio raised its price 
to 96c in the Harris County area on April 20, to be 
followed immediately by the B-1 Bottling Company 
of Houston. 

“Dealers are telling our truck drivers, ‘Why 
didn’t you go up a long time ago?’, and ‘Now we 
have a chance to make some money,’ ”’ reported B. C. 
McCollum, vice-president of the Seven-Up Bottling 
Company and president of the Houston Soft Drink 
Bottlers Association. 

In the San Antonio trade area, where the price 
had been up to 90¢ per case since April 6, Mr. Me- 
Collum stated recaps show sales are just as good 
at the new price. 

“Only the smaller buyers, of two or three cases 
a week, squawked,” he commented. “In the Houston 
area, out of 8000 dealers, we lost only twenty-one 
in the rise. The people, too, are receptive.” 

“In spite of bad weather the first week,” Geo. I. 
Haworth of B-1, “sales have been not at all disap- 
pointing. Retailers are happy with the price in- 
crease.” 

Soda fountains were selling B-1 for 6, 7 and 10c, 
Mr. Haworth reported. Grocers and other home- 
consumption outlets were selling cartons at prices 
ranging from 29 to 35e. 

Before the price rise went into effect, Mr. Haworth 
told his route salesman about it. He also told them 
the company would switch from a six to a five-day 


week, 


THEY'RE WATCHING p> 
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Labor turnover ceased, and the morale of the men 
sky-rocketed, Mr. Haworth said, smiling. One re- 
ported to him, “I went shopping with my wife 
Friday night for the first time in many months.” 
Another told him, “I went fishing Saturday, and still 
was able to spend an entire day with my family 
Sunday.” 

The current price trend began in the Seguin- 
New Braunfels area (north and east of San An- 
tonio) where the wholesale price went to $1 on 
March 9 for all bottlers, including Coca-Cola. It 
spread throughout the San Antonio trade area 
(Bexar County and south) by April 6. Eastward, 
in the Houston trade area, 7-Up raised its price in 
Fort Bend and Wharton counties first, then in 
3razoria, Colorado, Austin and Waller counties, and 
on April 20 to Houston and Harris County. 

Drive-in restaurants and hamburger stops were 
selling 7-Up for 10c, Mr. McCollum reported. At 
other places where it was bought by the bottle, 
prices ranged from 5 to 10c. Two Houston super- 
market chains, Weingartens’ and Henke & Pillot, 
were selling cartons for 30c, Mr. McCollum reported. 
He said that at the Handy Andy and H.E.B. super- 
markets in San Antonio, when the stores placed 
new price cards (27¢ instead of 23c¢ as formerly) 
on the stacks of cartons, more were sold than pre- 
viously—patrons thought it was a sale. 

“We felt there was no sense in working for vol- 
ume and not making money,” Mr. McCollum recalled. 
“It took a lot of work to set the stage. Our drivers 
would walk in and hand a form letter to the dealer 
while they were getting the empties. It told about 
the price rise, and stated the rise was ‘as of now’. 
The public is trained to take their favorite brand,” 
he declared. “Charging six cents won’t make a dit- 
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ference. Often buyers hand the dealer the money 
and don’t even look at their change.” 

Mr. Haworth of B-1 commented: “We have been 
long overdue for a price increase. As long as 7-Up 
was ready to go up, I was ready, too. I could not 
have done it without them.” 

“Seven-Up and B-1 are taking the lead in Texas,’ 
Mr. Haworth continued. “Prices are now up in 
Beaumont, San Antonio, Houston and the surround- 


ing counties. We have been trying to get to this 
for three years.” 

He began receiving queries from retailers as soon 
as Seven-Up started its program of progressively 
including additional counties in the price rise, Mr. 
Haworth recalled. Mr. Haworth told his dealers, 
“Yes, we will increase our price.” Letters were sent 
to each dealer during the week of April 20 notify- 
ing them that the price rise was effective ‘as of 
today.’ This had the effect of putting the increase 
into effect gradually,’ Mr. Haworth pointed out. 

“No other companies are up in their price yet,” 
he remarked. “They are watching us.” 

Other Houston bottlers made these comments: 

“I think the increased wholesale price will come 
for every one before the summer is over,” W. H. 
Orr (Grapette) predicted, “but it will be too late 
for this year if they stall around.” 

For Grapette a price increase would mean 20¢ 
more a case, he explained, for it uses the 30-bottle 
case. 

“We have no plans to change our price at the 
present time,” said Fred Potthoff, sales manager 
for Union Bottling Works, distributors of Dr. Pep- 
per and Delaware Punch. Dr. Pepper is a power in 
the Southwest; in Houston and many other large 
cities it sells second only to Coca-Cola. 

“We will wait and see how things come along 
with B-1 and 7-Up,” Mr. Potthoff said. “We also 
want to see what Coca-Cola will do. 

“We sell mostly to the take-home market. We 
would have a harder time making the grade.” 

“We would like to go up,” agreed J. Knox Mun- 
nerlyn, manager of the Hires plant, “but we would 
like to have a little more time to see how things go.” 

His company received many queries about its 
plans from retailers, Mr. Munnerlyn said, when B-1 
and 7-Up raised their prices. “We told the dealers 
we are going to go up,” Mr. Munnerlyn said, “in 
order to support the other brands which raised 
their prices.” 

“The dealer needs more profit from soft drinks,” 
Mr. Munnerlyn asserted. “Right now they are a 
‘football’ item. The dealer can’t afford to push them; 
he can’t make enough out of them. So he uses them 
as loss leaders. Coca-Cola is often sold at 12 for 33: 
in weekend chain grocery sales.” 

The Royal Crown Bottling Company is supporting 


the price-increased brands, said Owner Cliff L. 





(Continued on Page 16) 
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TOUGH FLOORS 
FOR TOUGH CONDITIONS 


ce 


BLUE 
TEMPER 


These dense, slip-resistant 
heavy duty floors show no noticeable “ 


wear and involve practically no upkeep Costs, ' 2 ee Pi 


even under abrasive traffic and shock. Ba me 
Such concrete floors are constructed with Ferem, rll ore . 
the “Blue Temper” component in the er : r Py 


floor topping (replacing sand, stone and silica) For heavy duty 

floors, loading platforms, etc., in newly constructed 

buildings, or when replacing damaged concrete areas. Ferem is resistant 
to corrosive solutions and 

the wet floor conditions of many industries. 
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Petelinz Dairy, Newburgh, N. Y. 





USED BY 


Breweries 
Beverage Plants 
Distilleries 
Dairies 

Packing Houses 
Canning Plants 
Chemical Plants 
Industrial Plants 
Municipal Plants 
Paper Mills 
Railroads 


Pacific Screw Products Corp., Los Angeles 





UA. C. HORN COMPANY, INC. @ 5 wee 

, Long Island City 1, N. Y. 

! Please send me [—] complete data on 4 

FEREM FLOORS 

est. 1897 \ () free copy of your 
106-page Construction 

Data Handbook 

1 name TITLE___ 
A.C. C0.,Inc. | 

{FIRM NAME - — 
Manufacturers of materials for building maintenance and construction 
LONG ISLAND CITY 1, N.Y. © Los Angeles - San Francisco - Houston . en anemeneenmanmensts 
Chicago-Toronto SUBSIDIARY OF SUN CHEMICAL CORPORATION | city STATE_____ 





For ‘laste that Sells... 







Brighten Flavor with 


Citric Acid 





Thirsty customers go for bright, tangy, carbonated beverages. 


So spark up your flavors with citric acid. For balanced taste 
plus significant savings on costs, more and more bottlers are 


specifying MERCK Anhydrous Crrric Actib, 


Citric Acid Merck 


(ANHYDROUS) 


Other Merck Products for the Bottler: 
MERCK & CO., Inc. 


Lactic Acid Sodium Citrate Manufacturing Chemists 


Phosphoric Acid Sodium Benzoate RAHWAY, NEW JERSEY 


tm Canada: MERCK & CO. Limited —Montreal 








Tartaric Acid Mineral Salts 
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Questions and Answers 
on Carton Deposits 


by SIDNEY P. MUDD 


Vice-President, 7-Up Bottling Co.., 


New Rochelle, N. Y. 


“7 ue unnecessary use of a throw-away carton by 
those bottlers still using it is a terribly costly prac- 
tice. I would estimate that the industry nationally 
is wasting between three and five million hard- 
earned dollars per year on a throw-away carton. 
How much does it cost you? Approximately three 
cents per case; three cents per case that could well 
be saved or spent more wisely in the promotion of 
your business. 

Is the use of a depesit carton logical? 

It is completely logical. Stop for a moment and 
try to name one other merchandising package or 
container which you are supposed to return to the 
seller which does not carry a deposit charge. Log- 
ically, if the package is to be returned, good busi- 
ness requires a deposit. How about a non-return- 
able package or container, a tooth paste tube, a 
cigarette package, a liquor bottle? Who pays for 
those? The consumer pays for them and rightfully 
so. He is the one who throws them away. Logically, 
if the package is not to be returned, good business 
includes its cost in the selling price. 

Is there any proof that the deposit carton works ? 

There is undeniable proof all over the country. 
In all the many markets where the deposit carton 
has been adopted there has never been even a single 
failure. When I taiked at length with midwest 
users of the deposit carton they are elated with 
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the results. They never again want to be without 
it. When they went to $1.40 per case the first thing 
they did was vote unanimously to continue the 
deposit carton. They want the deposit carton re- 
gardless of price—because they have seen beyond 
any doubt what it will do for them. 

How can the deposit carton be introduced in a 
market? 

The introduction of a deposit carton is practical- 
ly effortless. As of a given Monday morning all 
existing cartons in the market, whether they be in 
the consumer’s home, the dealer’s store or the bot- 
tler’s plant are declared to be worth .03c each. The 
dealers are so notified by each beverage salesman. 
Each dealer in turn notifies his customers. That 
is all there is to it. Based on experience in our own 
plants, that’s all there is to it. 

How is the deposit carton then handled by the 
consumer, the dealer, the salesman, and the com- 
pany ? 

The answer to this one is a real delight. It is 
handled like it should be, it is handled like some- 
thing of a definite value. Each one who handles it, 
whether it be the consumer, the dealer, the sales- 
man, or the company either takes proper care of 
it or destroys it at his own expense. That is the 
essence of the whole deposit carton idea. Whoever 
wastes pays for what he wastes. 

The mechanics of handling are simple. The com- 
bined sorting of the dealer and the salesman as- 
sures the return of only the proper cartons to each 
plant. There is no more daily in-plant waste of 
the other fellow’s cartons. The salesman consoli- 
dates his carton empties on the truck as he goes 
along. When he checks in he has a quick and ac- 
curate count on carton empties and flat empties. 
All carton empties have four cartons in each case 
or none. Any extra loose cartons are turned in 
nightly for credit. Loads are inspected periodically 
to discourage any dishonesty. If you are inclined 
to fear dishonesty, put it out of your mind. It is 
a Whole lot easier for a man to pass through a case 
with a bottle or two missing than to pass the same 
case through with a carton missing. I am not guess- 
ing how this works. I am reporting the actual facts 
on how our Midwestern plants do it. 

Well, if it’s that simple what is stopping us from 
adopting it elsewhere? 

Not a thing. All it takes is a little cooperation 
on the part of each of us, whether as members of 
an association or bottlers operating in a mutual 
trading area. If we as a group are ready to effect 
the great savings which the deposit carton guar- 
antees, all that is necessary is for the bottlers to 
name a committee. This committee would meet 
quickly and select a date on which the deposit carton 
would be adopted. Each bottler in the State would 
be notified. On the day selected, all companies using 
cartons would notify the trade. On that day large 


amounts of money would begin to be saved by all 
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MADE FOR PROFIT WISE BOTTLERS 


There’s a definite relationship between an ad- 
vance-design Miller Hydro — with its great tra- 
dition of long life, dependability, economy and 
superior performance — and the money-wise 
bottlers who buy it. They know how important 
it is to solve all their bottle washing problems for 
years, and bonus years to come by installing the 
best. Literature is available. 





Serving Bottlers 
Since 1913 





af BULK LIQUID 








with 


() CAPITAL OUTLAY 
— 


() MAINTENANCE 
—~ EXPENSE! 


By now practically all operators of bottling 
plants know about the many advantages and 
economies of the CARDOX System of Bulk 
Liquid COz Delivery and Storage. 


They know how CARDOX COs: is delivered by 
tank truck and pumped by the fon into the 
CARDOX Storage Unit at the plant... How the 
System saves labor— reduces COz consumption 
and losses—eliminates servicing interruptions 
— simplifies operations and cuts costs all along 
the line. 


But some operators don’t yet know that they can 
have all these benefits without spending a penny 
in capital outlay or maintenance. If this sounds 
too good to be true, here's how it's done: 


CARDOX Systems are installed on a supply con- 
tract basis. You don’t have to buy a single item 
of equipment and installations are made by 
Cardox Engineers at our expense. We perform 


CARDOX CORPORATION 


CO? Supply Depots at: 
Oakland, Calif. 
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Norristown, Penna. 
Los Angeles, Calif. 





CO, 


qe 





and pay for all norma! maintenance. All you pay 
for is the CARDOX COz you use, at the very 


reasonable rates established in your contract. 


The CARDOX System is now in use in hundreds 
of efficient, cost-conscious plants. WRITE TODAY 
FOR FULL PARTICULARS ON HOW YOU CAN USE 
IT TO IMPROVE YOUR OPERATIONS. 


2k Based upon reasonable consumption requirements 


BELL BUILDING «+ CHICAGO 1, ILLINOIS 


Suffolk, Va. $t. Lovis, Mo. Barberton, Ohio Dearborn, Mich. 
San Diego, Calif. Phoenix, Arizona Cabin Creek, W. Va. 








of us. Many would find in these savings the equiva- 
lent of a ten per cent, twenty per cent, or thirty 
per cent increase in sales. 

The way to these savings lies open before us. 
The many who have taken this way with complete 
safety and satisfaction leave no doubt that the way 
is right. All it requires of us is simple adoption. 
I plead with you bottlers to take quick action for 
the good of ourselves and our industry. 








80c PRICE CRACKED IN HOUSTON! 
(Continued from Page 13) 


Matthews, but 


raise its own prices. 


it has no plans at the moment to 


“Our organization is encouraging dealers on the 
increase,” Mr. Matthews said. “If they can stay up 
there, more power to them. It is a step in the right 
direction. 

“We are in sympathy with 7-Up and B-1, support- 
ing them in every way possible.” 

foval Crown does not want increased business 
at the expense of 7-Up and B-1 sales, Mr. Matthews 
said. In this, he voiced the same sentiment expressed 
by Mr. Munnerlyn and Mr. Potthoff. Mr. Munnerlyn 
added that Hires wants increased business only at 
increased prices. 

Is there a trend to higher wholesale prices gen- 
erally throughout Houston and the Southwest? Mr. 
Matthews replied cautiously, ‘Could be. But not 
vet.” 

He agreed that the signs may be pointing to a 
long range trend in the direction of a break toward 
higher prices. He echoed other bottlers in saying 
“What do?” 
happen in the business 


the big questions are will Coca-Cola 
“What wilil 
pre 


consumer-wise ? 


and bottling 


majestically, 
could not be B. Mc- 


Adoo, second to President Jesse E. Evans, declined 


Coca-Cola in Houston, somewhat 


drawn into any statement. J. 


even to come to the ’phone to answer questions con- 
cerning pricing. Mr. Evans could not be reached in 
the plant or at his home. 

The Coke plant recently went through a 55-day 
strike, in which it is believed, unofficially, to have 
come off better than the 
local of CIO Brewery Workers Union. 

But Coca-Cola has gone up in the Brazos Valley, 


strikers, members of a 


Jeaumont, Shreveport and the Seguin-New Braun- 
fels area of Texas, already, it was pointed out. In 
most of these areas all bottlers have raised their 
Wholesale prices to 90c, 96¢ and $1, with the major 
group holding at 96c. 

In Houston the majority of the Soft Drink Bot- 
tlers Association members are willing to go up, the 
survey like the 
Southwest bottlers, as of the end of April they were 
still 
and keeping the other weather eye peeled for moves 


indicated. However, rest of the 


cocking one wary eve at consumer response 


by the other bottlers. 
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New Product 
Revitalizes A Plant 


7 ue addition of a new product sometimes has 
the effect of revitalizing an entire plant operation. 
Take the case of the Wonder Bottling Co., Fern- 
dale, Michigan. Late last summer, according to 
management, it was just “getting along”. Then a 
new product, Frostie Root Beer, was added. Only 
a few months later, with the support of a solid 
sampling campaign, the plant really started to 
hum. Several hundred new outlets were obtained, 
sales started a rapid climb, and the plant was 
“forced” to double its delivery fleet. 

But let plant operator James L. Winters tell the 
full story in his own words: 

“On August 11th we introduced Frostie to the 
trade, instructing our salesmen to sample the 
dealers and all customers that were in the stores. 
We also insisted that no deals were to be made, 
being aware at the time that this market was very 
deal conscious. 

“The first week we put on over 100 new stops 
in addition to placing it in all of our regular ac- 
counts. The majority of these new stops were 
opened with one or two cases of Frostie. 

“One particular stop was opened on a weekday 
morning with one case; that same afternoon the 
owner called the plant for a special delivery of five 
additional cases. The owner called again two days 
later for ten cases. This account has been buying 
at least 15 cases a week since then. 

“For the week of Sept. 15 through Sept. 20 (and 
the weather was cold here at that time) we put 
on 186 more new stops. 

“When we started with Frostie, we had three 
trucks on the road; now, we are using six. And our 
future looks much brighter.” 

P. S.—The plant is selling Frostie at 96c¢ per 
case, and Mr. Winters notes that ‘‘no deals of any 
kind are being made.” 





James L. Winters, operator of Wonder Bottling Co., 
Ferndale, Mich., poses beside one of his Frostie trucks. 
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next summer’s beverage bottles 











DON'T RISK LOSING SALES next summer 
due to lack of bottles. . . Place your order 
for WEDG-WALL Beverage Bottles today! 


Last summer, the weather was hot and soft drink 
demand was high. Yet many bottlers lost out on 
sales because they did not have enough bottles 
on hand. 


If this happened to you, profit from last summer's 
lesson and make sure it doesn't happen again. 
Order WEDG-WALL Beverage Bottles now for 
early spring production. Now is the time Thatcher is 
best able to manufacture and Pyroglaze your 
bottles. 


Contact your nearby Thatcher representative today. 
Or—if you prefer—write, wire or phone Thatcher 
Glass direct. 

































Sorry kids 
&etta Popcorn 

















-but no pop!” 






























Porcelain-like 
"PYRO-GLAZE" Label 









Solid Base and Wall 
Form One Strong Unit 


























MANUFACTURING COMPANY INC., # Elmira, N.Y. 







Factories: Elmira, N.Y., Streator, I1l., Lawrenceburg, Ind 







Representatives in Principal Cities 
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Put this 
Best Known 
Name 


To Work 
For You! ! 






IN ALL 
FLAVORS 





ONE 
ALL-PURPOSE 
BOTTLE 





Write - Phone - Wire for Franchise Information 
GENERAL BEVERAGES, INC., Chattanooga, Tenn. 


Regional Distributors 
GENERAL BEVERAGES WESTERN, INC Monterey, Calif. 
GENERAL BEVERAGES MIDWEST, INC 
CONTINENTAL BEVERAGES, INC. 


CONTINENTAL BEVERAGES, INC 


Peoria, Illinois 
Syracuse, N. Y 


Ottawa, Ontario, Can 


Eliminate Off-Taste 
In Water 


7, has been repeatedly pointed out that quality 
in soft drinks begins with water. The subject is an 
extensive one with many ramifications and cannot 
be fully covered in any single article on the subject. 

However, for the benefit of those who are still 
experiencing difficulty with the most common of 
water problems—off-taste and odor—here is a re- 
view that might be helpful in solving this problem. 

Tastes or odors are caused by excessive minerals, 
by dissolved gases such as chlorine or hydrogen 
sulfide, by industrial wastes, by vegetation or by 
algae. Most bottlers are not in a position to reduce 
excessive mineral content of water. Equipment is 
available for such reduction, but it is expensive and 
few bottlers are at present using it. Ordinarily, 
a bottler uses water without changing its mineral 
content, except to reduce the alkalinity. 

The most offensive tastes and odors are not due 
to minerals but are caused by dissolved gases, in- 
dustrial wastes, or by algae. We know algae as 
microscopic organisms, which live in water. Tech- 
nically, algae are plant-forms more complex than 
bacteria and are able to synthesize food from carbon 
dioxide as do higher plants. They contain chloro- 
phyll (green pigment) or other pigments. Algae, 
depending on the species, may cause various tastes 
including that of fish, decomposing organic matter, 
or leaves. 

Normally, municipal water plants exert extreme 
care to prevent odors and tastes in city water, but, 
nonetheless, water satisfactory for drinking may 
still contain odors and tastes sufficient to cause un- 
pleasant flavors in carbonated beverages. People 
have little choice but to drink the water that comes 
out of the tap; however, they will not drink a car- 
bonated beverage unless its taste pleases them. 

The bottler can do two things to eliminate an 





“Our washer is a joy to operate and we 
are so pleased with it.”’ 
say Roy and Carmine 
Beckwith 


DOUBLE COLA BOTTLING CO. 
Seminole, Oklahoma 


* 
THE LADEWIG 
BOTTLE 


WASHER 
® 


For newest literature on this 
modern washer write to Archie 
Ladewig Co., Waukesha, Wis- 
consin, U.S.A. 





THE BECKWITHS 

















Off-taste in water is detected by the consumer almost 
immediately ... it ruins the balance of flavor and body. 





off-taste in water. He can burn it up with chlorine 
or he can take it out by aeration or with activated 
charcoal. Since only dissolved gases can be removed 
by aeration, a bottler will need an activated char- 
coal purifier to remove tastes due to algae, etc., even 
if he uses aeration. 

Activated charcoal is prepared from various ma- 
terials which have a high carbon content. Some of 
the materials used are: Lignite, a variety of coal 
softer than bituminous and harder than peat, car- 
bonaceous shale, or cellulosic residues from the 
paper industry. They are prepared by destructive 
distillation which drives off all volatile material 
and leaves, as the activated charcoal, most of the 
carbon and whatever minerals may have been origi- 
nally present. Additional chemical treatment is 
necessary to increase the degree of activation. 

There is not a clear understanding of the method 
by which activated charcoal reacts with the numer- 
ous odor and taste-causing substances. The char- 
coal is said to absorb the phenol, chlorine, algae 


“CHRISTINE NEHRING ; 
SWITCHED T0  PXLLAZ 


Says —Mrs. Art Nehring 
Fond Dulac, Wisconsin 
Because .. .’ kiddies always 
want to taste what they see 
the parents drinking, and 
from the first sip little Christine has been 
a Squirt fan...” 
CHECK SQUIRT SALES... AND YOU 
WILL SWITCH TO SQUIRT TOO 
Write for 


Franchise Information 


THE SQUIRT COMPANY 


202 South Hamilton Drive, Beverly Hills, California 


COPYRIGHT 1953, THE SQUIRT COMPANY 
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tastes, etc., but the actual mechanism is still in 
the realm of speculation. At any rate, experience 
over several years shows that activated charcoal 
will remove tastes and odors from water and do it 
efficiently and effectively. 

An activated carbon purifier, as used by the bot- 
tling industry, is a pressure tank with a special 
lining to prevent corrosion. The activated carbon 
bed is usually 30” to 36” deep and is supported by 
a bed of sand and gravel. Considerable empty space 
must remain above the carbon to permit backwash- 
ing without washing out the carbon. ; 

Since sediment of any kind will soon clog the 
pores of the carbon and render it ineffective, it is 
necessary to filter the water with a sand and gravel 
filter before it enters the activated carbon purifier. 

For the usual installation, it is considered more 
satisfactory to oxidize (burn-up) the unpleasant 
tastes with excess chlorine and then remove any 
remaining chlorine with activated carbon. This 
method (superchlorination) gives the activated 
carbon a much longer life and in addition will 
move hydrogen sulfide and iron from the water. 
These impurities can be removed otherwise only 
by aeration. 

Superchlorination requires a water-storage tank 
that will retain water at least. two hours after the 
chlorine is added. In other words, the tank must 
hold at least as much water as will pass through the 
system in two hours. 


Activated carbon filters require backwashing in. 


order to remove any dirt which may have been car- 
ried into the filter. Its other purpose is to loosen 
the bed of carbon particles so that new absorption 
area will be exposed. Most manufacturers recom- 
mend backwashing when the pressure drop across 
the filter is 3 or 4 pounds. It is, however, a good 
policy to backwash at regular intervals regardless 
of the pressure drop. 

In sterilizing activated carbon, good results have 
been reported by several water treating equipment 
manufacturers who have used quarternary amo- 
nium compounds. Activated carbon can be steril- 
ized by steam, but most tank linings which prevent 
corrosion will not stand the high temperature of 
steam sterilization. 

Assuming that the proper size carbon purifier 
was originally installed, a charge of activated car- 
bon will normally last about 2 years. Of course, 
the life of carbon depends a great deal on the 
amount of water treated and the amount of impuri- 
ties in the water. 

If the water being purified contains chlorine the 
orthotolidine test can be made which will show 
whether chlorine is being completely removed. If 
it is not being removed, the activated carbon should 
be replaced with a complete new charge, no matter 
what the age, for chlorine is detrimental to bou- 


quet, flavor and color. 
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What's Your Big Problem? 


Bottlers whose comments appear in this column 
were interviewed at recent conventions. 





i bs “T feel that my big 
problem today is bot- 
tle loss. Empty bottles 
are just not coming 
back out of homes. 
The reason, it seems 
to me is that the 
values bottlers are 
placing on their emp- 
ties through their de- 





posits is too little. I 

SCHOTTENSTEIN believe that a higher 
deposit would help speed the return of empties, 
but I also wonder whether it would have an ad- 
verse affect on sales. I’ve heard much pro and con 
about this, and frankly I am still in the dark.” 
Harold Schottenstein, Pepsi-Cola & Canada Dry 
Bottling Companies, Columbus, Ohio. 


' 





“Price is still my 





main problem. I say 
this even though I am 
getting 96¢ on 7 02z., 
$1.10 on 12 oz., and 

} $1.45 on quarts. But 

f I also say that we 
need still further in- 

creases because labor 

costs are continuing 


to climb and other in- 








GUREN gredients costs are 
° : roing up, too. I hope that something will be done 

To make your brand their first choice ee ee ee 
on this problem in my territory. Nathan Guren, 


USE EXCHANGE BOTTLERS JUICES Amster Beverage Co., Cleveland. 


These quality citrus juice bases give your beverages Exchange beverage bases are prepared to the strict- “Our big problem 
the superior natural flavor and fragrance of fresh est laboratory specifications. This combination of supe- is that there is no 
California oranges and lemons. rior fruit and exacting preparation gives you greater uniformity in prices 


al ’ . stability, increasec iformity. extended shelf-life ¢ in my territory. Some 
That’s because Exchange sottlers Orange and ability, increased uniformity, extended shelf-life and ae ; 
fresh, more natural fruit flavor. of the bottlers here 


Lemon bases are made by the Sunkist Growers out of 
have moved up, others 


choice, juicy citrus fruit grown in the world-famous Kor full information about these popular, money- ill holdi tk 

: Sa OT Te, |) ee . . . ° ‘ are stl 1oldIng 1e 

Sunkist groves of California. making bases, write any of the offices listed below: ; 
line. It just seems as 

though everybody is 


afraid of everybody 


Sunkist Growers 


PRODUCTS DEPARTMENT © ONTARIO, CALIF 

400 West Madison Street, Chicago 6, Illinois 

99 Hudson Street, New York 13, N. Y. 
318 Cadiz Street, Dallas 2, Texas 


else. But I don’t know 


LIEBENTHAL why. I know that 


uniform, higher prices are going well in other 





parts of Ohio, and there’s no reason why we should 
have a less satisfactory situation. Many dealers 
have said to me: “Why don’t you all go up?” Well, 
why don’t we?’——Aaron Liebenthal, Variety Club 


Beverage Co., Toledo. 


BOTTLERS 
Puts +) 
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“Bottlers who use 
cartons need to put 
them out with a de- 
posit. I think this is 
just as important as 
a raise in price. We 
all know cartons are 
lost, destroyed and 
misused because we, 
the bottlers, put no 






‘CHAMBERS 


single bottler to put a deposit on cartons, while his 


value on them. But it 
is not easy for a 


competitors do not. We can all have a carton de- 
posit, if we work it out on a local level. This would 
mean we would save from 5c to 7c per case, and 
that is certainly worthwhile.”—Joe Chambers, 7-Up 
Bottling Co., Troy, New York. 


“We need to make 
more customers, in- 
stead of fighting 
among ourselves for 
the outlets. And the 
way we do it! All 
sorts of deals and 
penny pinching of- 
fers. One of our best 


ways of making cus- 





ee tomers is couponing, 
FARQUHARSON and bottlers have 
abused this, too. My experience shows that carton 
couponing must give a substantial offer to make 
it worth while. We’ve seen a 10c¢ coupon return 
about 7¢/, one carton free with purchase of one 
about 33°7, and a free carton about 50°). Coupons 
signed at the groceries only gave us about a 3% 
return. But let’s keep it a coupon campaign, and 
not an excuse for deals and free goods.’’—Jim 
Farquharson, Nehi Beverages, Los Angeles, Cali- 


fornia, 


“Our problem is no 
different than that of 
other bottlers in our 
territory. All of us 
are having trouble in 
getting good men. It 
seems that the only 
thing employees are 
interested in today 
are higher wages and 





. shorter hours. We try 
BERSHON to correct this 
through training designed to make our men inter- 
ested in their work in our plant. We also move up 
quickly those men who show promise. 

“Our prices are okay. We’re getting $1.20 for 
12 oz., $1.45 for quarts. We have a 75c deposit on 
splits, $1.00 on quarts.” —Sam Bershon, Sahara Dry 
Beverage Co., Inc., Akron, Ohio. 
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Built extra strong 
for extra trips! 


Made of special, 
water-resistant, 
tough-back board. 


Solid, one-piece 

bottoms—no glue 
seams to weaken 
under load strain. 


They pack perfectly 
in standard cases. 


Ideal for 
automatic loading. 


“Easy to 
carry... 
and the 
more we 
carry, the 
more 
r ) we usel”’ 


Toe 
J 
f 


7 


A, and the 6 
of course 


In addition to the new “3” and “8,” 


Interstate offers the regular Handi- 


New Handi-State Carriers are the strongest and safest 
to be found. But most important, they're super point- 
of-purchase salesmen! They UP the unit of sale and 
LOWER the cost of handling. Brilliant, full-color letter- 
press printing gives them proved eye-appeal. 


State 6 bottle carrier—used and pre- 
ferred by many leading bottlers of 
national and sectional brands. 


Whatever brand you boftle, open the throttle for bigger volume with 
Interstate Carriers! Write today for full details, prompt quotations. 


THE INTERSTATE FOLDING BOX COMPANY. « MIDDLETOWN, OHIO 
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This Movie Promotion 
Is Paying Off 


Fad MOVIE theater promotion developed by the par- 
ent Sun Spot Co. of America, Baltimore, Md., is 
currently being used by many of its bottlers 

with good results. Directed at the youth market, the 
promotion is @ “Speed Drinking Contest”, and is 
conducted on a movie house stage. It’s a lot of fun 


for the kids ... and it’s resulting in a lot of sales 
for Sun Spot. 


Youngsters participating in a typical contest (wearing 
Sun Spot shirts) are all set to down their Sun Spot. A 
baby’s nursing nipple on the bottle retards drinking 
speed, prolongs laughter and enthusiasm of audience. 





Contest is timed by a Sun Spot clock, and audience of 
kids is told to “watch the clock”. 





To get maximum promotion value, ushering and candy 
counter staffs also wear Sun Spot shirts. Theaters 
using the promotion often plug it in newspaper ads, 
and on their marquees. 
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Atlas True Fruit Extracts assure 
highest quality and uniformity 
in your product. Available 

in many concentrations, including 
exti a high concentrations 

for extract manufacture) S. 


Free laboratory consultation invited, 


BLACK RASPBERRY + BLACK CHERRY + PEACH + STRAWBERRY + ORANGE - LEMON + LIME + PINEAPPLE + AND MANY OTHER FLAVORS 


FIRST PRODUCERS OF CERTIFIED COLORS 


OHRSTAMM ¢ COMPANY Enc. 


ESTABLISHED 1651 


89 PARK PLACE. NEW YORK 7 ~« 11-13 E. ILLINOIS ST.. CHICAGO 11 + 4735 DISTRICT BLVD..LOS ANGELES 11 
BRANCHES IN OTHER PRINCIPAL CITIES OF THE U.S.A. AND THROUGHOUT THE WORLD 
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INGER ALE 


wi Design for 
Bottlers Profit 
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to 5 gallons. 


partment; 





Stress PLANNED 
PLANT SANITATION 


This Summer .. . 


A check-list of “good housekeeping” 
practices to insure plant and product 
cleanliness... 


“Zo A degree not fully appreciated, plant sanitation 
has a very direct bearing on sales—especially on 
repeat business, the most profitable kind of business 
ve have. 

Not only the appearance of the beverage, but also 
its taste and flavor, reflect the “good housekeeping” 
principles employed by the bottler in the plant. 
When the public finds your product unsatisfactory 
for any reason, you've lost all chance of getting that 
profitable repeat sale. 

Too many beverage plants today are still just rins- 
ing the syrup handling equipment with warm, hot, 
or even cold water between production periods. Im- 
proper sanitation or laxity in practicing sanitation 
in any beverage production plant is liable to result 
in an infection of the product by mold, yeast, bac- 


Bottle washing problems differ. That’s why NIAGARAS 
are ‘“‘custom-made”’ . with over 20 years of specialized 
experience in bottle-washing requirements. . . . There’s 
a satisfied NIAGARA customer near you! 


© Available in several capacities and sizes. 


Expertly designed and engineered. Can handle any size from 4 oz. 
No jets to clog, solution renovator filters solution 
water every few minutes and discharges contamination, Two com- 
makes its own rinse pressure; saves water. Completely 
welded, no castings, no breakage. 


NIAGARA BOTTLE waen MFG. CO. 


225-27 FIRST STREET . 






teria, or other damaging foreign matter. If these 
infections are bad enough, of course, it will cause 


very noticeable spoilage in the finished product be- 
fore it reaches the trade. If there is only a light 
infection it is quite possible that the flavor and 
quality of the drink will be affected only slightly, 
but just enough for it to have an off-taste to the 


customer. This might be called the “sneaky” or most 
damaging type of infection because it is the hardest 
to notice or trace down. 

Of course, inferior bottle washing can also result 
in a very damaging effect on the quality and flavor 
of the drink. The most noticeable damage to the 
drink from poorly washed bottles is loss of carbona- 
tion and/or a poor looking package on display. Bot- 
tles that have been properly washed in a required 
bottle washing solution but have been poorly rinsed 
might also result in a stringy, cloudy looking bev- 
erage. This could also result in most any type of 
spoilage, due to the fact that the alkalinity in the 
solution that has not been rinsed off the bottle will 
reduce the acidity of the drink and encourage the 


growth of bacteria. The growth of mold would be 





jNIAGARAT™™ p. 
Cutromemit | 


TOLEDO 5, OHIO 
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the least encouraged in this case because mold likes 


acid conditions. 

Therefore, to insure himself of uniform quality 
and taste in his beverage at all times, the bottler 
must not only follow the exact formula outlined for 
the beverage, but he must also install and comply 
with a well-planned and well-organized sanitation 
program. To install and follow such a program in 
any beverage bottling plant is not a major opera- 
tion. On the other hand, the sanitation program 
should be considered just as important to the suc- 
cess of the business as is the bottling of the drink 
and the selling of it to the trade. 


Set Up A Plan 


Complete beverage plant sanitation includes the 
cleaning and disinfecting of every piece of equip 
ment which comes in contact with any ingredient 
of the finished product. This, of course, includes the 
bottle. Taking care of the equipment in this way 
will prevent spoilage and preserve the wholesome 


yoodness of the finished beverage. The sanitation 


















‘| SWITCHED TO , 
SQURT 


Says — Nora Zien, 
Milwaukee, Wisconsin 
Because 
- fruit ingredients of 
Squirt not only gives it a fresh, clean taste, 
but, it’s healthful and good for the children” 


“the pure 


Check Squirt sales... 2nd you will switch to Squirt too. 
Write for Franchise latormation 


THE SQUIRT COMPANY 
202 South Hamilton Drive, Beverly Hills, Calif, 

















For the Crowning Performance, be sure 


your beverage crowns have the extra 
protection of Mundet cork liners... 


processed from the world’s best cork. 


Mundet Cork Corporation, Crown Division, 
710! Tonnelle Avenue, North Bergen, N. J. 





35 E. Wacker Drive 


CINCINNATI 2 
ee =427 West 4th Street 
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COMPLETE 


Commerce and Palmer Streets 


JACKSONVILLE 6, FLA. 
800 E. Bay St. 


serves | 


Mundet Crowns 


CROWN 


MUNDET DISTRICT OFFICES 





*ATLANTA DALLAS 1 KANSAS CITY 7, MO. 
339-41 Elizabeth Street, N.E. 601 Second Avenue 1428 St. Lovis Avenue 
*BOSTON DETROIT 21 *LOS ANGELES (Maywood) 
57 Regent St. (No. Cambridge 40) 14401 Prairie Street 6116 Walker Avenue 
CHICAGO *HOUSTON 1 *MILWAUKEE 9 


4834 N. 35th Street 


"NEW ORLEANS 16 
315-325 N. Front Street 


*CROWNS CARRIED IN STOCK 


SERVICE 


e World 





PHILADELPHIA 39 
856 N. 48th Street 
ST. LOUIS 9 
3176 Brannon Avenue 
*SAN FRANCISCO 7 
440 Brannan Street 
*In Canada: 


Mundet Cork & Insulation Ltd. 
35 Booth Avenue, Toronto 
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program should also include general maintenance 
cleaning which includes windows, floors, walls, rest 
rooms; in fact, all parts of the interior of the build- 
ing. The trucks, cases, and the coolers should be 
included in the program, and proper sanitation 
should be practiced among the plant personnel in 
their daily appearance and habits. 

At this point we should endeavor to figure out the 
type of cleaning equipment, the tools of sanitation, 
we will need to carry out this program in the most 
effective and economical manner. One of the main 
things we will need is a good soapless cleaner. Care 
should be taken in selecting this soapless cleaner be- 
cause it can be our greatest aid in our work in sani- 
tation or it can be a costly, inefficient item. The 
cleaner should be of the type that is made specifically 
for cleaning in food processing plants, should be 
completely soluble in hot or cold water, free-rinsing, 
easy on the hands, non-toxic and safe to use on the 
surfaces with which it will come in contact. It 
should also, of course, have the ability to dissolve 
and rinse away the usual contamination found in 
beverage plants. 

The next item we should select is a good chlorine 
disinfectant that is also especially made for use in 
This should be 
quickly and completely soluble in cold water, quick 


food processing plants. product 
acting, non-poisonous, stable, should have penetrat- 
ing power and be non-corrosive. It should also rinse 
very freely and should be easy to use. 

In most beverage plants it is. also desirable to 
have a special product for cleaning the floors 
especially around the machinery in the processing 
room, as well as in the garage where the trucks are 
stored. A cleaner suitable for this rough work 
should have the ability to dissolve grease and oil so 
that they can be rinsed away. 

For insuring the proper use of the above cleaning 
most suitable 


and disinfecting materials, the 


brushes pails, mops and other equipment should 


be selected. 





Bottle washing equipment has been designed to pro- 
duce clear, sparkling bottles nevertheless, it 
requires proper operation and maintenance to do an 
effective job. 
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washing compounds and other materials necessary 
to keep the bottle washer in good running and sani- 
tary condition. Be sure that you are using com- 
pounds and materials suitable for your needs. 

The specific concentration of the solution that 
should be used for each of the cleaning and disin- 
fecting jobs in your beverage plant should be fur- 
nished you by the supplier of your cleaner and dis- 
infectant. The best program to follow is to draw 
up the cleaning and disinfecting instructions on sep- 
arate cards for each piece of equipment and then 
post those cards close by or on the equipment itself 
for ready reference by the employees. 





A good cleaning solution should be used periodically 
for the water cooling and carbonating equipment. 


Great care should be taken also in selecting bottle 





Bear in mind that general sanitary maintenance 
of the entire plant outside of the processing equip- 
ment used is very necessary to prevent the growth 
feturned bottles that 


have a little beverage left in the bottom of them 


of mold, yeast or bacteria. 


should be kept in a store room completely separated 
from the processing room, and should not be stored 
for any long period in any part of the building. 
These bottles can be a major source of mold, yeast 
and bacteria trouble. This precaution is necessary 
to prevent the processing equipment from becoming 
contaminated with airborne mold, veast or bacteria. 


Specific Recommendations 

In drawing up your cleaning and disinfecting pro- 
gram for all processing equipment outside of wash- 
ing the bottles, the following steps should be con- 
sidered: 

1. Sugar should be stored in a cool, clean, dry 
place. 

2. All utensils in the syrup room that are used 
for measuring or conveying ingredients should be 
cleaned each day right after use and disinfected just 
prior to the next run. The syrup room floor should 
be thoroughly cleaned and disinfected once per 
week. 


) 


3. When cleaning any beverage equipment where 
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Consistently scores high 
with bottiers and consum- 
ers everywhere. There's 
a Grape that will cap- 
ture your market — so 
team up with quality fia- 
vor — buy Virginia Dare 
Grape. 


Consult your 
Virginia Dare 
Representative 











in the 





RGINIA 
FLAVOR LINEUP 


net | 




































Drive home extra sales 
with the orange that wins 
cheers on all sides! 
There's a lineup of Or- 
anges to suit the tastes 
of your area—but if it's a 
Virginia Dare Orange. . 

you ve got a heavy itter! 
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Representatives in Principal Cities 
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GINGER ALE 
Gs 


Fatten - your batting aver- 
age with a bigger slice of 
G — Ale Sales in your part 

the country. Virginia Gare 
Ginger Ales are major league 
sellers — so get quality on 
our side — apecify Virginia 
are Ginger Ale. 
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EXTRACT CO., Inc. 
Bush Terminal Building No. 10 
Brooklyn 32, New York 











always been low 


“Our Dodge trucks have 
On maintenance’ 


. says Frank Cox, Sales Supervisor, Royal Crown Cola, New Rochelle, N. Y. ra 








New features of Dodge ‘“Job-Rated” Trucks 
earn higher profits for bottlers 


3 BRAND-NEW ENGINES 
‘Three new engines, plus boosted horsepower 
in other Dodge engines, give a total of 7 
husky power plants with 100 to 171 h.p. 
Advanced dual-primary-type brakes in 1- 
through 4-ton models for smooth, sure 
stops and greater load protection. 


NO-SHIFT TRANSMISSION 
Truck-o-matic, with gyro! Fluid Drive 
available in !'.- and *,4-ton trucks. Dodge- 
Tint glass available in all models to cut sun 
glare and give cooler cabs in summer. New 
styling inside and out. Get more truck for 
your money. See your Dodge dealer. 
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**Pallet loading is rough treatment for any truck. 
Our Dodges have the ‘beef’ in them to stand up 
under this kind of pounding. A bottler cannot 
make much money if his trucks are tied up in the 
repair shop and our Dodges have always been 
low on maintenance. 


“Another important truck factor for the bottling 
business is maneuverability. Our Dodge ‘Job- 
Rated’ trucks can get into corners of the ware- 
house that are impossible for other makes. This 
also means more loading speed and .. . in the end 

better profits. Dodge builds a fine truck for 
beverage deliveries.” 


Save money every mile with 


‘TRUCKS 








syrup is used, the equipment should be first rinsed 
thoroughly with hot water, cleaned thoroughly with 
the cleaning solution, rinsed with cool water, and 
then disinfected just prior to the next use. The 
mixing tanks in the syrup room should be cleaned 
and disinfected daily. These tanks can also be used 
for making up the cleaning solution and also for the 
disinfecting solution which will be used to flush 
through the syrup lines, pumps, syruper, and filler. 
Sanitary pumps, valves, etc., should be dismantled 
completely each day and thoroughly cleaned and re- 
placed just prior to the disinfecting. All the syrup 
handling equipment used in the processing should 
be cleaned and disinfected by this flushing method 
daily. Once each week the syruper, filler and the lines 
should be dismantled, brushed thoroughly with a 
cleaning solution and replaced to be ready for the 
next production period. The equipment should then 
be thoroughly disinfected by the flushing method 
just prior to starting the run. 

4. It is also very important to clean and disinfect 
the water treating and handling equipment regu- 
larly. Sand and quartz filters should be backwashed 
daily according to the manufacturer’s instructions. 
Twice each month this filter should be drained, 
good cleaning solution introduced to the filter bed, 
and allowed to stand from two hours to possibly 
overnight, and the unit should then be backwashed in 
the regular manner. Then the bed should be com- 
pletely covered with a chlorine solution of 150 to 200 
ppm available chlorine strength, allowed to stand 
for about two hours and backwashed thoroughly 
until all traces of the chlorine are gone. This is 
where the penetrating, quick dissolving and free- 
rinsing chlorine material will come in very handy. 
Should a non-soluble chlorine material be used for 
this purpose, a portion of the chlorine compound 
may not dissolve, which would be disastrous when 
using the water for bottling purposes. The charcoal 
or activated carbon purifying unit should also be 
backwashed daily according to the recommendations 
of the manufacturer. If the manufacturer also rec- 
ommends a cleaning and disinfecting procedure, this 
should be included in the program. Otherwise the 
unit should be backwashed daily and the complete 
bed changed once per year. Regular cleaning and 
disinfecting of the sand and quartz filter will prevent 
excess sediment from getting into the carbon filter. 
The polishing filter should be opened and cleaned and 
disinfected daily. If the unit uses paper discs, these 
should be changed daily. 

Good water is the backbone of a good beverage. 
If the water filtering units are treated as suggested 
above, your beverage will have a good flavor, a good 
sparkle and will be more inclined to hold a good 
carbonation. 

5. The cooler, carbonator, and the filler head can 
all be cleaned and disinfected in one operation. This 
can be done by making up a cleaning solution either 
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in the cooler tank or in an auxiliary tank. The auxil- 
iary tank can be used by disconnecting the line 
between the polishing filter and the cooling unit and 
attaching the auxiliary tank by the use of a union. 
Once per week or semi-monthly, depending on the 
amount of production of the plant, the cleaning solu- 
tion should be made up in this tank and drawn or 
pumped through the cooler, going over the cooling 
coils, through the carbonator, into the filler head and 
out onto the floor. When the filler head has filled 
with the cleaning solution, a few empty bottles 
should be run through the filler to clean out the 
filler spouts. Enough bottles to make two or three 
rotations is plenty. The entire system should then 
be flushed with fresh water and disinfected with a 
100 ppm available chlorine solution handled in the 


Same manner. 





Steam equipment is available to help get into those 
inaccessible places where spoilage often has its origin. 





6. There is another unit, often neglected, that can 
cause considerable spoilage trouble if it is not 
cleaned and disinfected regularly. That is the dry 
ice converter. These units are inclined to collect oil 
film inside of them that will eventually go through 
the CO» line and get into the filler head. This oil 
contamination can cause off-tastes and flavors in the 
beverage, as well as spoilage and considerable loss 
of carbonation. 

Dry ice converters should be cleaned every thirty 
to ninety days. When cleaning these units, release 
the pressure by opening the pressure release cock. 
Never open the converter without releasing the 
pressure. After releasing the pressure open the 
converter head and make up enough cleaning solu- 
tion in the bottom of the converter to fill the unit 
about one-half full. The unit should be thoroughly 
brushed inside with this cleaning solution by using 
a long-handled brush. The right type of a brush 
can be purchased from any good cleaning brush 
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B-1 IS THE SECOND LEADING LEMON-LIME 


SECOND NOW! BUT GROWING FAST 
GROWING IN A GROWING MARKET! 





BOTTLERS LIKE YOURSELF, ALL OVER THE COUNTRY ARE BEGIN- 
NING TO REALIZE THERE'S ROOM FOR COMPETITION IN THE 
ALMOST UNCHALLENGED LEMON-LIME FIELD IN THEIR TERRI- 
TORIES. THEY ALSO RECOGNIZE THAT IT'S GOING TO TAKE A 
GOOD PACKAGE, A PLUS FACTOR (vitamin B.1) PLENTY OF SMART 
MERCHANDISING AND A WIDE-AWAKE PARENT COMPANY. 
THESE BOTTLERS ARE SIGNING B-1| FRANCHISES. 


B-1 IS READY FOR ITS FUTURE POSITION IN THE INDUSTRY 


An attractive case cost, a good six-bottle carton program, plenty well- 
planned and down-to-earth promotions. . . . all of these things designed 
to help you get a substantial share of the lemon-lime market at a profit to 
you. 


SEND FOR INFORMATION AND SAMPLES TODAY! CONDUCT 


YOUR OWN TRADE SURVEY AND MARKET ANALYSIS 


Get Your Own Factual Answers to the Following Questions 


|. Am | missing the winter sales | could be getting with B-1? 
(Thanksgiving to New Years Day sales almost equal summertime) 


2. How much lemon-lime is being sold in my territory today? 
3. Is it increasing or decreasing? 


4. Are all the dealers and all the consumers satisfied with the lemon-lime 
they are getting now—without a chance to choose a competitive 
product? 


5. What percentage of the lemon-lime business could your organization 
get? 


WRITE, WIRE OR PHONE NOW -.-- 


B-1 BEVERAGE CO., 2301 Hampton Ave. 


ST. LOUIS, MO. 








Join the profit parade! Year after year 

Mason’s Root Beer sales keep climbing bringing added 
profits to every Mason’s bottler. Distinctive, foam-topped 
goodness—and such unique, extensive merchandising 
support as the Mason’s Advertising Truck which takes 
over the task of placing metal signs in your territory—are 
helping make Mason’s the No. 1 favorite in city after city. 


It will be your favorite, too, once you see how fast it sells! 





now distributed 
by leading 
bottlers from 
coast to coast 


Write, wire or call for complete franchise details 


MASON & MASON, INC., 213 N. DESPLAINES ST., CHICAGO, ILL. 
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SIX STEPS TO SANITATION 


1. Select cleaning compounds that have 
been produced to fit specific cleaning 
jobs. 

2. Select a chlorine disinfecting compound 
that is made for use in beverage plants. 
This is a chlorine compound that is 
quickly and completely soluble in cold 
water, quick acting, stable, non-poison- 
ous, has penetrating power, is free-rins- 
ing, non-corrosive to metal surfaces, and 
easy to use. 

3. Select proper working tools. 

4. Place cleaning and disinfecting instruc- 
tions on individual cards for each piece 
of processing equipment and for the bot- 
tle washing operations. 

5. Provide a thorough general plant main- 
tenance program, aside from the process- 
ing equipment. 

6. Acquaint all plant pesonnel with the im- 
portance of proper sanitation. Hold regu- 
lar meetings to further the progress of the 
sanitation program and to get new ideas 
from employees. 





supply house. After the unit has been thoroughly 
scrubbed inside and ihe head of the unit has been 
thoroughly cleaned with the solution, the drain 
plug should be removed and the cleaning solution 
drained out. The unit should then be thoroughly 
rinsed with fresh water. Next make up a disin- 
fecting solution using a concentration of 100 ppm 
available chlorine and disinfect the unit in the same 
manner. Rinse thoroughly with fresh water. 

7. The outer surfaces of all processing equipment 
should be rinsed thoroughly every evening after the 
processing is done. The outer parts of the syruper 
and filler, including the bases, should be cleaned with 
a cleaning solution and a brush. If there is any 
other place along the production line where excessive 
beverage accumulates due to breakage, leakage, etc., 
these places should also be cleaned thoroughly every 
evening. It is a must, however, that once per week 
all of the outer surfaces of the processing equipment 
be thoroughly cleaned wiih a cleaning solution and 
a brush, rinsed with fresh water and then disin- 
fected by spraying with a 250 to 500 ppm available 
chlorine solution. 

8. After you have gotten together the proper 
working materials and tools and your supplier has 
drawn up a good cleaning and disinfecting program 
for you, a meeting of all plant personnel should be 
called and they should be informed of the new pro- 
gram that is being introduced. Each employee 
should be impressed with the part he or she is to 
play in making the complete sanitation program 
function properly. 

Watch your plant sanitation program. Stress this 
particularly in your organization now that the 
“around-the-clock” season approaches. Busy produc- 
tion schedules are no excuse for sloppy shops. 
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Dr. Pepper 
Debuts Cup 
Vendor 


NEW DR. PEPPER 
CUP MACHINE 


Designed for opera- 
tion in locations with 
daily sales prospects 
of 100-or-less drinks, 
or for use as a “sup- 
plemental” _installa- 
tion in large sites, this 
new 250-cup single- 
flavor vendor is be- 
ing marketed by Dr. 
Pepper. Known as 
the M-250, the ma- 
chine is actuated 
manually by a lever, 
and includes a 5-10c 
National Rejectors 
coin changer. 


Dr. Pepper’s new 250-cup vending machine was 
formally unveiled at a showing last month in Dal- 
las. Designated as the M-250, this single-flavor 
unit is tailored for the site selling 100-or-less drinks 
a day, or to supplement other equipment in large 
establishments. Simplified in design, the vendor 
will be produced at a price that will permit it to 
be operated at what parent company president 
Leonard M. Green called 


‘one-third the sales 
volume” of the large machines now in use. Under 
a liberal finance plan, the M-250 is being offered 
to installment buyers on a no-down-payment, 3- 
years-to-pay basis. Mr. Green expressed the opin- 
ion that the new Dr. Pepper unit will open up 
“thousands of small plants and retail establishments 
which previously could not be serviced with ven- 
dors” and stated that the price and compactness 
of the machine makes possible ‘multiple place- 
ments” in large-sized factories. Break-even sales 
figures required to cover monthly installment pay- 
ments, ingredient costs (syrup, cups, CO?) and a 
10°, commission to the location were computed by 
Dr. Pepper as 623 drinks per month—or 767 drinks 
if a 20°, commission rate was paid. Designed to 
increase Dr. Pepper sales, Mr. Green said this new 
vendor triples the market potential for cup drink 
volume. Manually operated by a lever, the M-250 
includes a National Rejectors 5-10c coin changer. 
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ut downtime that’s where Arm- 


strong’s “Hi-Speed” Crowns pay off for you 


in better performance, extra production, 








These crowns have no rough burr on the underside 


to cause hang-ups and delay line flow. They 





work smoothly in crowner chutes, take position 
quickly in the throat, keep your lines 
moving fast. The no-burr feature also reduces 


dusting and minimizes scratched crown decorations. 


Liners of select-quality cork insure a depend- 





able seal for your beverage. A special 


lacquer coating helps prevent rust stained bottles. 








With all their advantages, “Hi-Speed” Crowns cost 
no more than other crowns. For details, call youn 
near-by Armstrong office or write Armstrong Cork Co., 
Glass and Closure Div., 5505 Coral St., Lan 
caster, Pa. Western Representative: John Mulhern Co., 


San Francisco 24. Los Angeles 23, Seattle 9. 




















An MSTRONG’S %- Seed CROWNS 











How A Special Tax 
Squeezes Our Industry 


by J. E. DECKER, Nehi Bottling Co., all is well. I hasten to add that it is also not my 

Rainelle, W. Va. purpose to meekly report failure in our quest for 
tux justice and ask you to make the most of it. 
Between these two extremes, I see considerable com- 
mendable progress and I want to commend all West 
Virginia bottlers for the forthright way you have 


2 vnnc December of last year several proposed 
bills were prepared aimed at repealing the obnoxious 
State soft drink tax. According to the press, the 
Speaker of the House stated in his address to the 
House of Delegates on January 14, 1953: “That it 


responded to this challenge. 

The serious inequity thrust upon the soft drink 
industry in West Virginia, through enactment of 
the “soft drink tax” by the 1951 legislature is a 
matter of record. Our records, during the first year 
into bankruptcy”, and that he believed it was in- of the tax, prove that there was a 25% to 30% fh ED 
cumbent upon the 51st Legislature to find a more decline in soft drink sales when compared with the 

last year of freedom in our industry, which would PLASTI 60 


equitable and a more stable tax for financing the 
Medical School. be the year beginning July Ist, 1950, and ending 


West Virginia bottlers have experienced severe June 30, 1951. Naturally, lost volume adds up to IER 
drastically reduced employment, purchasing power, CA 


and earned income in one small segment of West 


Taxes in West Virginia if rigged ini ABRASIVE PROOF 


Thus, an unfortunate tax policy brought an 
Protects all outer surfaces of carrier. 


was his belief that at the last session of the 
Legislature, in passing the pop tax, they came dan- 
gerously close to legislating a legitimate industry 





gross Sales Taxes were or i 
same as Bottied Soft Drink artificial depression to the soft drink industry in 


West Virginia at a time when all other business in 


West Virvinia, and the soft drink business nationally PROTECTED CLEANING SURFACE 


and in adjacent States was booming. J cannot stress i 

ine djac a mtreetiied Can be cleaned repeatedly without 
too strongly the miscarriage of justice when a State —/ d . 

undertakes to derive revenue for even the most amage to exterior surfaces. Cleans 


easily with wet cloth and detergent. 


worthy of services, at the expense of an artificial 


depression in a single legitimate industry. 
BEAUTIFIES 


This situation is indefensible. The basic principle 





involved is this: Taxation of a single industry, or a af Smooth... Glossy... Clean... 
single group of businesses, or a single product for Enhances appearance of printed 
revenue purposes is contrary to sound public policy carrier. 


and must be eliminated. As a growing industrial 

State, West Virginia cannot maintain its economic DURABLE 

position and continue to prosper if it is going to —/ 

follow a tax policy which creates large artificial Sturdy » «+ Economical ... Makes 
barriers to free competitive business adjustments. more trips. 





disappointment at the hands of the State Legisla- 
ture. First, they were selected two years ago as There is much to be said for the general rule 
the objects of unfair and punitive taxation upon a that any tax which cannot be justified for all 
single small commodity. Second, they were asked to business cannot be justified for any business. The 
be patient with this unfair tax treatment because West 
the “bad tax” thrust upon them was tied to the drinks amounts to a 
“good cause” of a State medical School. Finally, on the individual bottler’s selling price. Let me 
explain that differential in detail. Most soft drinks 
in West Virginia sell for either $1.04 or $1.20 
which, of course, includes the soft drink tax, which 


Virginia gross sales or income tax on soft 
17.5, to 20.19°%, contingent 


they find themselves the victims of political cir- 
cumstances by which they have been denied relief 


from recognized tax oppressions. 
A certain amount of discouragement is under is a tax on the bottlers for the so-called privilege 
standable under these circumstances. It is not my of engaging in the business. 





purpose to appear as a Pollyanna who would contend We remit 2lc per case to the State in payment of 
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Taxes in West Virginia 
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Demonstration of the inequity of the soft drink tax within 
the family of West Virginia taxpayers is pointed up by 
this chart, which refers to actual collections of the gross 
sales tax and actual collections from bottled soft drinks 
for the fiscal year ended June 30, 1952. The gross sales 
tax which is tied to a base of $5,162,000,000 produced 
$38,342,000 which is at an over-all effective rate of .74%. 
It should be pointed out that bottlers, as legitimate West 
Virginia manufacturers, paid their proportionate part of 
the gross sales tax as well as all other taxes. In addition. 
bottlers were taxed an additional $2,617,135 under the soft 
drink privilege tax. Reducing the Tax Commissioner's 
actual collections to cases and multiplying by selling 
price (which includes the soft drink tax) we find that the 
soft drink industry had a maximum income of $14,897,000 
on the 12,414,688 cases produced during the fiscal year. 
Of this $14,897,000 total gross income bottlers paid back 
to the state of West Virginia under the soft drink privilege 
tax $2,617,135 or 17.6% of their gross income. The rela- 
tionship between the size of the soft drink industry and 
the entire family of West Virginia taxpayers subject to 
the gross sales tax is demonstrated in ratio by the very 
small circle to the right of the gross sales tax circle. How- 
ever, because of its extreme smallness we have aban- 
doned the ratio and inscribed a larger circle immediately 
under the small circle in ratio in order to produce a circle 
large enough into which we can enter the necessary 
figures of 17.6% and $2,617,135. 





the privilege tax. 21lc is 17.5°7 of $1.20 and 2l1c is 
20.19°7, of $1.04. 

Please notice I am taking credit for the 3 cents 
per case the State gives us for being tax collectors. 
Yes, I am taking credit for this 3 cents per case 
and the rate on our back remains 17.5°% to 20.19” 
of our selling prices, which in effect is a gross sales 
tax at 17.5°7 or 20.19°%, depending on whether or 
not you are getting $1.04 or $1.20 for your mer- 
chandise. Percentages will naturally vary on sales 
that vary from these basic rates and for sales of 
goods in sizes greater than 16 ounces. 

Yes, our business pays a gross sales tax to the 
State ranging for all practical purposes from 17.5( 
to 20.19% in addition to all other taxes of local, State 
and federal application. 

Can you imagine the hue and cry throughout the 
length and breadth of West Virginia if someone 


proposed taxing all business in the same manner this 
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River Raisin soft drink cases are RUGGED! 
They give maximum trippage—more 
RETURNS for your money. Satisfied cus- 
tomers are the strongest case for River 
Raisin soft drink cases. River Raisin experts 


can solve all your container problems. 


- RIVER RAISIN PAPER COMPANY 


Monroe, Michigan 
CORRUGATED AND SOLID FIBRE SHIPPING CONTAINERS 
PACKING MATERIALS + FIBRE BOARDS » CORRUGATING STRAW 


ONE CALL FOR ALL— DIMENSIONAL DISPLAYS 
















































24 BOTTLE TAKE-HOME 
BEVERAGE CARRIER 


FEATURES—1. Packs 24 bottles, either loose or four 6- 
bottle carriers, with carrier adjusted to fit your size bottle. 
2. Standard colors—white and yellow. 3. Hand-holes on 
both ends and in strut for easy handling. 4. Easy to as- 
semble; only 2-piece construction. Use any standard arm 
stitcher. 5. Smooth bottom safeguards all upholstery, car- 
peting or tile floors. 6. Weatherproof solid fibre permits 
cleaning soiled places with damp cloth or sponge. 
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one small business 
course not be justified in any way. How then can it 
be justified for the soft drink business alone? 

Look at the two charts which illustrate and em- 
phasize how much money the State could raise in 
this manner. Naturally, many good things could be 
done with so much money. After all, we do have 
people in West Virginia who have supported the 
soft drink tax solely on the theory that it has pro- 
duced money for a worthy cause. 

Demonstration of the inequities of the soft drink 
tax within the family of West Virginia taxpayers 
is pointed up by Chart No. 1. It refers to actual 
collections of the gross sales tax and actual collec- 
tions from bottled soft drinks for the fiscal year 
ended June 30, 1952. 

The gross sales tax which is tied to a base of 
$5,162,000,000 produced $38,342,000, which is at an 
over-all effective rate of .74%. It should be pointed 
out that bottlers, as legitimate West Virginia manu- 
facturers, paid their proportionate part of the gross 
sales tax as well as all other taxes. In addition, 
bottlers were taxed an additional $2,617,135 under 
the soft drink privilege tax. Reducing the Tax 
Commissioner’s actual collections to cases and multi- 
plying by selling price (which included the soft 
drink tax) we find that the soft drink industry had 
a maximum income of $14,897,000 on the 12,414,688 
cases produced during the fiscal year. Of this $14,- 
897,000 total gross income bottlers paid back to the 
State of West Virginia under the soft drink privi- 
lege tax $2,617,135 or 17.6¢, of their gross income. 

The relationship between the size of the soft 
drink industry and the entire family of West Vir- 
ginia taxpayers subject to the gross sales tax is 
demonstrated in ratio by the very small circle to 
the right of the gross sales tax circle. However, 
because of its extreme smallness we have abandoned 
the ratio and inscribed a larger circle immediately 
under the small circle in ratio in order to produce 
a circle large enough into which we can enter the 
necessary figures of 17.6% and $2,617,135. 

Chart No. 2 demonstrates the amount of money 
which would be produced in West Virginia if all 
business under the gross sales tax were subjected to 
the same type of tax treatment as bottlers. 

As the chart shows, if all business were taxed at 
the rate of 17.6%, which is the over-all rate on bot- 
tled soft drinks, based on all soft drinks selling at 
$1.20 a case, the State would realize nine hundred 
and eight million dollars from the gross sales tax 
alone. In connection with the rate of 17.6¢7 it should 
be pointed out that we have actually stacked the 
figures against our cause when we assume that all 
soft drinks in the State are sold for $1.20 per case 
because, as all of you know, many are sold for $1.04 
and in one substantial market the going price is 
$1.00 per case. 

Nine hundred and eight million dollars would 
then be the yield from the gross sales tax alone if 


is taxed. Such a tax could of 





Taxes in West Virginia if- 
Gross Saies Taxes were 
Same as Bottled Soft Drink 






GROSS SALES 
#5, 162,000,000 


The chart above demonstrates, after having taken into 
consideration Chart No. 1, that the West Virginia gross 
sales tax, if levied at the same rate as the West Virginia 
soft drink privilege tax, would produce nine hundred and 
eight million dollars. 


Naturally, no person in seriousness would even suggest 
such a tax monstrosity; yet, there have been able, intelli- 
gent, well-meaning men who have advocated special 
taxation of the soft drink industry. We submit that these 
men have acted through misinformation, and without 
stopping to consider and weigh all sides of the bottlers’ 
case. 





all business were treated like the soft drink industry 
based on the factors we have explained. 

A more accurate figure would be to say that soft 
drinks are tared at gross sales rate of 20%, which 
would mean that a similar rate applied to all busi- 
ness would produce over one billion dollars per year, 
which would show that if such a tar were in effect 
the State would be able to repeal every other tax on 
the books, and so would the counties and cities. 
There would still be sufficient money left over for 
the State to pay everyone's individual income tar 
to the Federal Government. That is the weight of 
taxation which is carried by our business, and some 
people have little enough sense to wonder why we 
complain. 

There is no magic by which soft drinks can absorb 
this type of punitive taxation without disastrous 
losses. The soft drink industry is competitive with 
other traditional low cost items and the West Vir- 
ginia Tax loads the scales of competitive adjustment 
against them. The result is a tremendous loss in soft 
drink sales volume in West Virginia since the tax 
was first applied. In contrast, sales volume in Penn- 
sylvania—where a soft drink tax expired—is up by 
more than 25 per cent. These sales records stand as 
unimpeachable evidence that the soft drink tax is 
a punitive tax in fact as well as in principle. 

When it was originally adopted, the West Virginia 
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soft drink tax was expected to yield more than 4 
million dollars of annual revenue for the support 
of the medical school. Actual collections the first 
fiscal year were $2,979,698.00. They will tell you 
that soft drink tax collections are ahead for the 
second year, so let’s look at the record and see 
what it says. 

For the last fiscal year this tax had produced 
$1,987,886.25 at the end of & months. During the 
current fiscal period it has produced $2,046,804.45, 
or an additional $58,928.20 for the comparative 
period. 


But, here is the catch: In July, 1951, revenue 
was $186,952.06. Now, remember, July, 1951 was the 
first month of this tax plague. It was a new job 
for the Tax Commissioner, so it was to be expected 
that administration and enforcement would not be 
exactly perfect. 


In July, 1952, collections were $385,725.51, or 
$198,773.45 greater than July, 1951, which nails 
down our point. 


Collections in July 1952 were up $198,773.45, but 
for eight months the gain is only approximately 
$58,000. Obviously then, except for July, collections 
have been in reverse. Specifically, excepting July, 
collections for the other seven months are down 
almost $140,000 from $1,800,934.19 during the first 
fiscal year to $1,661,078.94 during the current fiscal 
year. The original expectations did not take into 
account the fact that the tax itself would kill about 
1; of the sales volume upon which it rests. The 
implication is that the soft drink tax is not adequate 
for the large purpose of supporting the medical 
school. Even if the State remains willing to close 
its eyes to the matter of equity involved, it still 
faces the necessity to seek other revenue support 
for its medical school program if there is an expec- 
tation to complete the job with any kind of com- 
mendable speed. 


Bottlers are not much different from other people. 
As individual citizens, we have the same right and 
responsibility as all other citizens to consider all 
the facts and make up our own minds about the 
desirability of a State medical school. Also, like all 
other citizens, we have the same right and responsi- 
bility to accept the decision of the majority and 
to help pay the costs. Aside from the tax question, 
there is no reason why bottlers should view the 
medical school any differently from other responsi- 
ble citizens. We are loyal to our State and proud 
of its developments; and as individuals, we can 
experience the satisfaction of accomplishment when 
West Virginia has the best medical facilities possi- 
ble. Like any other group of responsible business- 
men, bottlers as a group can be expected to reflect 
all shades of opinion and insight on these matters. 

But the question of tax support for the new 
medical school is one which has not reached bottlers 
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Our Interest doesnt end 
with the sale- 


When you order bottling machinery from Crown our interest in your purchase 
does not end with its installation in your plant. We want you to get all the perform- 
ance and long years of satisfactory service we have built into every one of our 
machines. That is why we maintain a nation-wide service organization 

that is unmatched in the bottling industry ... the largest and most 


complete service organization of its kind in the world. 










to 
Soups Replacement Parts 


are carried in stock not only at 


Factory Trained Service 
Men are stationed at 
strategically located branches Crown’s factory in Baltimore 
in various parts of the country. but at all main branches. This 
These men are always ready assures prompt shipment and 


to answer the call for service 





delivery of partsin practically 
... tokeep yourCem and Dixie any emergency. 
Squipment in tip-top condi- 


tion. 





1 CEM | super CEM 50 
ee 
FILLERS | com 6.28 > —=G—2 
built in 4 
3 sizes CEM 4-20 











CROWN CORK & SEAL COMPANY « Machine Sales Division ¢ Baltimore 3, Md. 
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in the same way as it has reached other businesses 
of other citizens. Quite the contrary, West Virginia 
bottlers have found themselves the objects of special 
discriminatory tax legislation which singles out our 
business as the sole support for the medical school. 
Now, the same democratic principles under which 
bottlers as individuals appraise the desirability of 
a medical school also apply when those same bottlers 
appraise their position as the victims of an onerous 
and badly selected tax to pay for it. 

What we must now undertake is the difficult task 
of persuading the people of West Virginia that they 
cannot expect something for nothing. Having com- 
mitted their State to the worthy purpose of provid- 
ing a medical school, they must now realize the 
necessity of paying the bill. There are any number 
of broad based taxes available which would repre- 
sent a worthy and suitable basis of support for the 
medical school. But the citizens of West Virginia 
must accept one of these programs before they 
can in any way claim that their commitments have 
been satisfied. Our job is to put this elementary 


fact across. 





Two Bottlers’ Views 
Of Tax 


“Wherever there is any kind of a problem 
to be met in our organization, there must be 
complete unity among its members. I feel that 
until the members of the West Virginia Bot- 
tlers Association can get together 100% on 
price structure, as well as on other common 
and pertinent problems, we can never success- 
fully defeat a problem as monumental as our 
excise tax. I would like to urge the members 
of our organization to really live our motto: 
“Get Together—Stick Together—Work To- 
gether—Grow Together.”—Mrs. Betty Brown 
Lewis, Royal Crown Bottling Co., Charleston. 

“I believe that the tax is a serious menace to 
our business and I further believe that we will 
not be spared from this unfair burden until we 
have a unanimity of thought among the bottlers 
of the state. I believe that this unanimity of 
thought cannot be accomplished until there is a 
standardization of prices at some proper level, 
in addition to our normal good practices’ rela- 
tionships.”—L. G. Brisbin, Royal Crown Bot- 
tling Co., Huntington. 





Mrs. B. A. Szwajkos 


Mrs. Bernice A. Szwajkos, for more than thirty 
years co-owner with her husband, John, of Mon- 
roe Beverage Co., Rochester, N. Y., bottlers of 
Squirt and Grapette, died February 20. She was 60. 
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Coke Bottlers Honor Mr. Coca-Cola 


Testimonial to Harrison Jones a tribute to his 43 years’ association with parent company. 





All of the 1,000 bottlers and their ladies, supplymen and quests attending the testimonial dinner insisted 


FAREWELL PARTY 


on personally congratulating Mr. Jones. 


Long lines formed on both sides of the dais table. Many guests 


carried away autographed copies of the elaborately printed program as momentos of the occasion. 





F vom every state in the union, Canada and other 
foreign countries, 1,000 Coca-Cola bottlers, parent 
company officials, and directors of the industry’s 
largest supply houses gathercd on April 7 in At 
lanta, Ga.—home city of the world’s largest and 
most far flung franchised Crink—to pay tribute to 
“Mr. Coca-Cola,” Harrison Jones, who recently re- 
tired as Board Chairman of the parent Coca-Cola 
Co. 

The testimonial was co-sponsored by both the 
Coca-Cola Bottlers’ Association and the Coca-Cola 


Company, the latter arranging for a reception prior 





Harrison Jones tells of the tears and laughter, the trials 
and rewards of a 43-year association with the Coca-Cola 
Co. At right, Jim Murray, chairman of the event and Mrs. 
Harrison Jones. 
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to the big dinner party which was arranged bs 
the Coca-Cola Bottlers Association 

The gala dinner party was under the co-chair 
manship of James Murray, President of the Coca 
York, and L. F. 


Montgomery, President of the Coca-Cola Bottling 


Cola Bottling Company of New 
Company of Atlanta. 

It was stayed in a large hall in the Atlanta Bilt 
more Hotel, which was beautifully decorated with 
flowers. Bottlers paying tribute to Mr. Jones in 
cluded Walter Bellingrath, Mobile, Alabama; Zed 
Meridian, Moore, 
Minneapolis, Minnesota, and Paul Schmidt, Louis 


Haw kins, Mississipp! : Tom 


ville, Kentucky. 

Woodruff, 
Chairman of the Executive Committee of the Coea 
Cola Co. Woodruff lauded the 43-year career of Mr 


pointing out that the re 
with the 


Among the speakers was Robert W 


Jones with the company, 


tiring executive had been associated 


parent organization longer than any other office) 


The yvreat demonstration was a tribute to the 


man whom all bottlers agreed was mainly respon 
sible for their individual and combined successs 

As Chairman Jim Murray put it: “He (Mr. Jon 

wanted us to be leaders in business and civic and 
community life and stopped at nothing to achieve 
this objective. Coke in now an international symbol 
of all that is good in the American was 


and we owe most to Mr. Jones fo) achieving thi 


distinction.” 


Harrison Jones is specifically credited with origi- 
nating and developing the cooler, carton and vend 
ing machine programs which have meant so much 


to the growth of Coca-Cola. 


He and Mrs. 


tiful silver and gold service set 


Jones were presented with a beau 
In his acknowledg 
ment of the tribute, Mr. Jones said he always be- 
lieved in the destiny of Coke and though the product 
is now 67 years old, its upward progress has just 


begun. 


(OTHER PICTURES ON PAGES 38 TO 41) 





R. W. Woodruff. Chairman of the Executive Committee of 
Coca-Cola, told “some tales out of school’ of Mr. Jones’ 
long association with the company. Mr. Jones is at the 
right, flanked by Mrs. Jones and James Murray, Chairman 
of the testimonial event. 












FOR THE FIRST TIME: :- 





/ YOU CAN SELECT A DELIVERY TRUCK DESIGNED 
EXPRESSLY FOR GREATER EFFICIENCY IN YOUR BUSINESS 


What can I do to reduce operating costs this year? 

If you are asking yourself this question and haven't 
examined the delivery and transportation phase of your 
business, you are wasting money by the truckload. 

Today's delivery conditions call for the most efficient 
kind of delivery trucks, to permit more deliveries .. . 
in shorter time ... at lower cost. You cannot achieve 
this efficiency you need in your business with trucks 
bought “off-the-shelf”. 

You need motor trucks engineered and built to your 


ENGINEERED FOR TODAY'S DELIVERY CONDITIONS, 
the White 3000 models with the low-bed frame provide 
substantially greater capacity within casy reach than any 
other truck today. It adds greater efficiency to modern 
materials handling equipment already in service or 
contemplated in your business. 

Ask your White Representative for facts about its 
advantages. Better still, ask him to make a Truck 
Analysis of your transportation department showing 
you what the exclusive advantages of the White 3000 
mean in terms of your own requirements. 
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own requirements ... to your own particular kind of 


service ... tailored to your exact needs. 

White, with the modern design of its great Model 
3000, recognizes this need and makes available another 
major advance in truck design for your business—the 
first factory-engineered low-bed frame—which adds new 
efficiency, new economy to city and suburban delivery 
Service. 

It’s another White engineering “first’’ that makes the 
White 3000 an even greater profit “tool” in your service. 


THE WHITE MOTOR COMPANY 
Cleveland 1, Ohio 








Genial Jim Farley was on the reception line, and is 
shown here greeting C. O. Seifert, Mrs. C. O. Seifert and 
D. W. Seifert. 





E. P. Lewis; Tom Murray: John Rooney; James T. Murray; 
Mrs. J. T. Murray. 





M. J. Becker, Editor, “National Bottlers’ Gazette’; E. J. Forio, 
vice-president, Coca-Cola Co. 
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J. J. Nagle, Chairman of the Board, Crown Cork & Seal ? 
Co.; Len Anderson, Coca-Cola Bottling Co., Rochester, M AN } N 0 U R C 0 M PA N y = 


N. Y.; E. J. Costa, vice-president, Crown Cork & Seal Co.; 
E. Robt. Anderson, A.B.C.B. President. 


In some companies it’s the president who is the real boss. In others it’s the 
chairman of the board. In our company it’s you — the customer. 

We sincerely mean this. Our entire operation is based on the idea of giving 
each customer service that is hand-tailored to fit his individual requirements. 

This means you get the best in crowns, with deliveries scheduled to your 
needs and not to our convenience. Research, engineering and trouble-shooting 
services — both our own and as part of the Continental Can Company organiza- 
tion —-are available in just the amount you require, when and where you want 
them. We have only one rigid idea: The customer is top man and it’s our job 
to please him. Won’t you give us a chance to prove it? 


D. E. Kruwel: 
Carroll. 


May, 1953 
























A double father & son combination: V. E. Cook, Truman 
Gill; V. E. Cook, Jr.; Lamar Gill. 








Dais dignitaries: Tom Moore, Mrs. Moore, Robt. W. Wood- 
ruff, Mrs. Mary M. Murray. 


“It says—the Nehi Line is the most 
complete line in the industry.” 


NEH!I! CORPORATION 
COLUMBUS, GEORGIA 
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TREEN 
QUALITY 
LASTS 
LONGER 


Mr. and Mrs. Fred Heyman, Consolidated Cork Corp. Fred Dickson; Mrs. W. L. Sams, Walter Sams; Jas. Yuncker. 


N 


TREEN BOX 


24 BOTTLE 
BEVERAGE CASE 


L. F. Montgomery (standing), president of Coca-Cola Bot- J. C. Wells; J. H. O’Neal; Jos. Eros, Jr.; T. E. Lee, Sr.; Mr. 

tling Co., Atlanta, as he presented to Mr. and Mrs. Harrison and Mrs. W H. Cantees; Ralph Linfort; Ed. Lee (rear). National bottlers and local 

Jones (right) the crystal, gold and silver service set, a gift distributors prefer TREEN 

from the Coca-Cola Bottlers’ Association. COTTONWOOD beverage 
cases—the lightest weight 
hardwood. They're strong, 
durable, and fine in appear- 
ance! And because Treen qual- 
ity lasts longer, they're the 
most economical cases to use. 


Illustrated from top to bottom: 


24 bottle, slotted partition 
beverage case; 


4 compartment carry home 
case; 


#8-2 pt. bottle delivery 
case; 


12 bottle beverage case. 


We will manufacture any 
type, style or size of bever- 
age case to meet your speci- 
fications. Write or phone 
JEfferson 5-4490 for prices. 


TREEN BOX COMPANY 


TIOGA ano MEMPHIS STS., PHILADELPHIA 34 
"Aces in Cases’’ FOR OVER 50 YEARS 


End of a career: Harrison Jones acknowledges the plaudits of 1,000 friends attending the testimonial dinner. 
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TEN TIRE TIPS 





7 ue care and understanding of truck tires re- 
sults in maximum mileage and prevents expensive 
delays from truck tire failure. Before you start 
your trucks rolling this summer, be sure that your 
truck drivers have an opportunity to study these 
ten tire tips: 

1. Maintain proper air pressure. This applies to 
passenger tires as well as truck tires. Follow Tire 
and Run recommendations and inflate when cold. 

2. Use slightly more air pressure in outside 
duals, if air pressure studies indicate the inside 
tires are building up more pressure than the out- 
side tires. Usually, a differential of 5 to 10 pounds 
is sufficient. 

3. Do not overload and by all means, don’t at- 
tempt to compensate for overload with over-infla- 
tion. The proper size tire is the correct answer to 
the overload problem. 

1. Pay particular attention to load distribution. 
Load the heavy material forward as much as pos- 
sible. Avoid speeding, but if high speeds are neces- 
sary, follow Rubber Manufacturers Association 
recommendations by reducing the load. 

5. Don’t bleed tires, regardless of the amount 


of air pressure build-up involved, If the air pres- 





sure build-up is excessive, a change to a larger size 
tire or reduction in speed is needed. 

6. Match duals to within 14,” in diameter or %4” 
in circumference and always place the smaller of 
the two tires on the inside dual position. 

7. Be sure there is enough spacing to provide 
ample clearance between dual tires. Watch for 
rocks which may become lodged between dual tires 
and have them taken out as quickly as possible. To 
operate a vehicle with rocks lodged between the 
dual tires is not only injurious to the tires, but it 
is also very dangerous, as sometimes the rocks will 
become dislodged when the vehicle is moving and 
anything can happen. 

8%. Valve caps should always be used as a protec- 
tion against slow leaks caused by faulty valve 
insides. Valve caps also act as a seal to keep dirt 
and moisture away from the valve inside. 

9. Rims should be kept clean and in good condi- 
tion. Bent flanges should be straightened to pre- 
vent premature bead failures. Make sure the rim 
is large enough to accommodate the tire. 

10. Flaps are also very important. Generally, 
it is the rim that determines the size flap to be 
used. Be sure to select a flap wide enough to give 
ample protection to the tube. Used flaps take a 
permanent set and their re-use must be restricted 
to the same size tire and rim from which they were 


originally removed. 











THE NEW BEVERAGE! 


NO DEPOSIT 
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Ref ned 


Write: TRIM DIVISION, 


B-1 Beverage Co., 2301 Hampton Ave., St. Louis 10, Mo. 
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NO SUGAR 
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ta Beat 





CONTAINS LESS THAN ONE-HALF CALORIE PER FL. OUNCE 
TRIM is in line with the trend of the day — a sugar-free diet. 


NO RETURN 


Bl Beverage Co., 2301 Hampton Ave., St. Louis, Mo 


CONTAINS 1 PT. 12 FL. 02. 


Bottled under license franchise issued by TRIM DIVISION 
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se “Filpace 
* PRODUCTS 


For Your Syrup Room 


r —— ’ r 4 








Sanitary Stainless Steel Polish your water Stainless Steel Stor- 

Smallware and syrup with a Common age and Mixing 

room glassware. Sense Disc Filter av- Tanks. Many _ styles 
erage 300 GPH. and sizes in stock. 

Other Filpaco Products for the beverage plant: 

Filter Presses, Transfer Pumps, Conveyors, Portable 

Agitators, Filter Paper, Filter Cloth. 


Write today for further information. 


We will be pleased to discuss your Filtration Supply and 
Equipment Problems, without obligation. 





FILPACO INDUSTRIES 
The FILTER PAPER CO. 


2414 S. Michigan Ave. Chicago 16, Ill. 
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A Bottle Returns— 
100 Years After Purchase! 


IE commmo to S. Twitchell Company, a bottle can 
stay out of circulation awfully long—at least a hun- 
dred years or more. (No wonder many bottlers want 
to revise the deposit system. ) 

But Twitchell adds a hopeful note: that is, bot- 
tles do come back unexpectedly sometimes. Take, for 
instance, the museum piece shown here. A driver 
from one of the trucking companies that handles 
Twitchell’s shipping returned this bottle in March 
1953. He discovered it while helping his father 
install an oil burner tank in the cellar of his father’s 
house—which is estimated to be over 100 years old. 

Of course, today S. Twitchell Company supplies 
flavors and colors. However, George S. Twitchell 
(the father of Seldon Twitchell who founded the 





It took more than 100 years—but this bottle finally did 
come back. 





present company) was one of the very early soda 
water manufacturers. By 1850 his plant was a rela- 
tively large one, measured by standards of that 
day; and quite possibly the zbove bottle was used 
prior to 1850. In those days Twitchell specialties 
were Mead, Spruce Beer and Tonic Root Beer. At 
first these beverages were brewed, but later on 
carbonic gas was generated from marble dust. 
The particular type of bottle shown here was 
closed with a cork, and the cork was fastened with 
string. Records do not show what deposit might 
have been on the bottle, but we can surmise that 
perhaps even back in 1850 bottlers may have strug- 
gled with a “glass problem.” 
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~*~ Not long ago, Refined Syrups 


engineers made possible accurate 


control of uniformity in baked 
goods production by using Flo- 
Sweet liquid sugars, automatical- 
ly cooled in special equipment, to 
maintain proper batter tempera- 
ture. This development brought to 
the baking industry the Flo-Sweet advantages of cleanli- 
ness and ease of handling that had long been enjoyed by 


makers of beverages, ice creams and other food products. 


Now Flo-Sweet engineers bring similar advantages to 
makers of jams, jellies, candies and similar food products 
that require cooking to boil off moisture. By pre-heating 
Flo-Sweet liquid sugar in continuous-flow heat exchangers, 
manufacturers can cut cooking time and increase output 
while actually improving product quality. In one installa- 


tion, cooking time was cut from 33 down to 12 minutes! 


These are just two recent examples of how Flo-Sweet 
engineering, backed by Flo-Sweet purity and Flo-Sweet 
dependability, works continuously to save you money 


Remember—no other refinery has Flo-Sweet's 








‘ 


years of liquid sugar “know-how’ 
. . all yours for the asking! 


cc. 





while helping you improve the product quality that keeps 
your established customers and wins new ones. Why not 
consult Flo-Sweet engineers to see if you are overlooking 
any possible savings in your sugar handling? There’s no 


obligation, of course. 
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NATIONAL’S . 


| A 4 CHANICAL Coin Changer 


+ 
ws 
0G 


TAKES PENNIES, 
NICKELS, DIMES AND QUARTERS 


MECHANICAL 


changer 1s the ultimate in design and 


National’s New 


flexibility. Converts easily from one 
price to another to give even or odd 


cent sales and no additional parts are 
needed to make any conversion. : 
It’s another first for National in + bo 


coin handling perfection. 


Comparison will prove there iA no comparison. 
NATIONAL (3 REJECTORS .. 


5100 San Francisco Ave. « St.Louis 15, Mo. 
Phone COlfax 1900 


ATLANTA, GEORGIA, 685 Peachtree Street, N. E.—Phone: Elgin 4318 
CHICAGO 39, ILLINOIS, 4907 W. Fullerton Ave.—Phone: NAtional 2-3614 
DALLAS, TEXAS, 3202 Knox Street—Phone: JUstin 2291 

LOS ANGELES 6, CALIF., 2309 West Pico Bivd.—Phone: DUnkirk 2-5772 
WOODSIDE, LONG ISLAND, N. Y., 39-30 Gist St—Phone: ILlinois 8-6302 
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Cup Vendor Test In Chicago Schools 


Faced with a constant barrage of anti-soft drink 
propaganda, few large city school systems have 
been willing to give beverage vending any considera- 
tion. In what may foreshadow a more reasoned 
approach, the Chicago, Ill. Board of Education 
recently authorized experimental installations of 
cup vendors in several of that city’s high schools 
during the current spring term. A different operat- 
ing concern was authorized to place machines in 
each institution, and the Pepsi-Cola Bottling Co. 
(which operates a cup vendor route in Chicago) 
is participating in the trial. Equipment is installed 
in the high school lunchrooms, and in one case a 
battery of varied vendors provides an automatic 
lunch bar service. Commissions earned by the ven- 
dors are being used as lunchroom receipts, helping 
to underwrite manual operating overhead. Accord- 
ing toa Board of Education spokesman, this venture 
is still very much in the “trial” stage. Data now 
being accumulated will be tabulated when the schools 
close this summer, and such results will determine 
whether Chicago derides to dward vending contracts 


for educational sites on a long-term basis. 


Drug Stores Going Self-Serve? 

Drug stores, long the stronghold of a conservative 
management outlook, are starting on what may 
develop into a self-service set-up that could parallel 
food retailing in supermarkets. According to a sur- 
vey by the trade publication “American Druggist”, 
some 636 self-service drug stores are now in opera- 
tion, a gain of 264 in the past year. (The 3 excep- 
tions to complete self-service in drug stores are the 
fountain, prescription, and tobacco departments. ) 
While their number thus far only represents about 
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VENDOR AND COOLER NEWS 






@ PLACEMENT 


FINANCING 


MERCHANDISING 


MARKETS 


e COSTS 





© SERVICING 


NEW MODELS 


1° of total U. S. drug outlets, large 
chains such as Walgreen’s are experi- 
menting with the idea. Major concen- 
tration of these serve-yourself em- 
poriums is the West Coast, where the 
supermarket got its grocery start. 
3ottlers now active with vendors and 
coolers in drug stores report such 
sites as good for both on-premises 
drink volume and take-home carton 
sales. Any gain in the self-service 
drug trade can be expected to pave 
the way for more automatic merchan- 
dising, just as new vendor outlets 


were opened in the supermarket 
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Famous Cole-Spa 
TRIED 
AND TRUE! 


For years, operators 
have acknowledged 
Cole-Spa the leader in 
the cup drink industry 

. the neatest, most 
mechanically perfect 
unit on the market. 
Right now Cole-Spo is 
breaking all previous 
selling records! 








LOGIC LAYOUT DESIGN 













Gf 
| 


Executive Offices: 39 South La Salle St., Chicago 3, Ill. 
Offices in all principal cities. In Canada: Cole Products Canada Ltd., Toronto. 





ae CONTROLS 
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MICROTHERMIC REFRIGERATION 
PERPETUALLY ICE COLD WATER | 
! 
M-12 HERMETIC TANK ; 
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TESTED WITH DOOR OPEN 





SIMPLIFIED ELECTRONIC 


(Patent Pend.) 


a 
LIKE CARBONATION 


WELDED STEEL CHASSIS 


LARGEST CAPACITY — YET 
SMALLEST SIZE 


Coffee-Spa DynaMix 
FOOLPROOF 
COFFEE! 


The new standard of the 
industry . . . doesn’t re- 
quire prima-donna han- 
dling or acrobatic serv- 
icing . . . and turns out 
the best always-hot cof- 
fee with up to 15% more 
profit per cup. Immedi- 
ate delivery. You'll never 
be sorry you chose 
Coffee-Spa. 





Distributor Inquiries Invited 
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| Beverage Cooler Department, Nash-Kelvinator Corp. 

Dept. NB-5, 14250 Plymouth Road, Detroit 32, Mich. 

! Gentlemen: 

| (_] Send ‘‘Pepsi”’ literature, pricing and financing data, 

[] Have your representative call. 

| NAME PUAN e aba ckkbcaianaeake - 
RE CPR, 6 vse St ees seas iN s Ch aOeed acres 
rasa ZONE STATE 
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Your stops will be kept busy 
clearing away the Pepsi-Cola 
bottle-caps once this silent salesman goes 
to work. For this colorful, eye-catching 
Kelvinator Beverage Cooler helps to 
convince more and more thirsty cus- 
tomers that they want Pepsi-Cola. 

The Pepsi-Cola name is a famous sales- 
getter. And when it’s embossed on a 
beverage cooler designed, engineered, 
and built by Kelvinator, you have an 
unbeatable ‘‘impulse-sales’’ combination. 

No matter if you’re buying two bev- 
erage coolers—or two hundred—you’ll 
get all these benefits when you buy 
Kelvinator . 


@ Time-proved financing 

@ Nation-wide sales and service assistance 

@ 5-year warranty 

@ Wet or dry operating coolers 

@ Cabinet completely engineered and built 
by one manufacturer 


Act Now! Fil! in this 


coupon and leave the rest to 


Kiclvtoietaon 


Kelvinotor, Division of Nosh-Kelvinotor Corp., Detroit 32, Michigan 














Single-Drinkers Build Bigger Locations 
Despite talk that television has put a severe crimp 
in attendance at which fre- 
quently house soft drink vending machines, coolers, 
etc., the general admission tax collection for 1952 
only about 8°; below 1951, according to 
figures released by the Bureau of Internal Revenue. 
Such data includes taxes on admissions to motion 
picture houses, concerts, theatres, sports, and other 
general admission events. On the whole, 
in attendance seems fo have been made up to a large 


amusement locales, 


Was 


any drop 


degree in total vendor gross by a wider utilization 


of the 10c¢ soft drink price. 


Slight Dip For Entertainment Sites 


By building the soft drink habit within an outlet, 


vendors can stimulate sales to a point where in- 
creased consumption necessitates the installation of 
coin That’s the 
Brownie Dorris of the Dr. 


Ft. Worth, 


observation of 
Bottling Co. of 


site use 2, 4 


a larger cooler. 


Pepper 
same 


Tex., who’s had the 


and even &-case single-drink machines as volume 
grew. Notes Mr. Dorris: “If a good job of sales and 
service is done, outlets will grow from a 48’er to a 


96’er to an S-196 (SelectiVend) vendor.” He esti- 


mates that approximately 20°, of this plant’s total 





CINEMA SNACK & SIP 


A box of popcorn and a refreshing thirst-quencher go 
hand-in-hand at the movies, and the Coca-Cola Bot- 
tling Co. of Charleston, S. C. uses a SodaShoppe (Apco, 
N. Y.) 1000-cup machine to capture drink trade in the 
Gloria Thatre. Set for 6 cent operation, vendors plugs 
Coke as its “lead” beverage and also dispenses orange 
and grape flavors. Note overhead fixture which at- 
tracts additional attention to cup machine. 
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HOSPITAL HIT 


Popular oasis for nurses and visitors at the Fort Worth, 
Tex. City-County Hospital is this 8-case Dr. Pepper 
vendor. Wire rack at left of machine holds “empties”, 
eliminating need for extra floor space. 





volume is now coming from the sale of Dr. Pepper 
- through 1-flavor bottle machines. 


New Vendorlator For Coke 

Vendorlator Mfg. Co. (Fresno, Cal.) has upped 
the capacity of its Dual 27 coin cooler by 22° and 
come up with a new model, the VMC 33, for Coca- 
Cola bottlers. Designed for smaller locations, the 
unit takes up only 2.6 sq. ft. of floor space, while its 
weight has been held to 228 Ibs. through generous 


















use of aluminum. As in the Dual 27, this vendor 


‘Bottled soft drinks... food for thirst. 


” 

employs a manual lever-type delivery action. 
Cole “Multiflo” Story THREE YEARS BEFORE OUR CLOSEST PRESIDENTIAL ELECTION 

Cup vending in general, and Cole Products Corp. 
(Chicago) new ‘“‘Multifio” model specifically, got a a 

: ” ‘ a ultifi how *P —_ hr Our first beverage bottles were sulted in bottles that are uniformly lake advantage of our 80 years of 

‘e rin: strated feature e April issue 
nice oe in a ite fe , ire in : = en : three years old in 1876 when Ruther- accurate in capacity with such experience to give your product the 
oO “Electric: M: acturing’. Article,  titlec ’ : 

: lay’ pa ‘* ih a KI ’ . ford B. Hayes became President by benefits as Syncro-Flash Finish, the fine selling package it deserves ...a 
‘Today s design: Automatic Drink Dispenser , de- P . ae . . -f tee 9 : 
tails behind-the-scenes engineering design story of an electors vote of 185 to 184. Dimple Registering Lug, and High sparkling Duraglas package. No one 
ile want z - P py # [he bottles made 80 years ago Lustre Finish. That’s why Duraglas else can offer you the results of such 
how per formance of the multi-f avol 20 e machine hardly resemble the bottles you buy beverage bottles—today’s finest— long and broad beverage bottle man- 
was increased and its vending capacity upped to today. Continuous research has re- are the best your money can buy. ufacturing “know-how.” 


~ 1.200 cups without need for additional cabinet 


floor space. 





BEVERAGE BOTTLES 
look better-Last longer 


which recently celebrated its 50th anniversary, has — QWENS-ILLINOIS GLASS COMPANY © TOLEDO I, OHIO «© BRANCHES IN PRINCIPAL CITIES 


TRACE mann REG vw & Par OFF 


Vendors Increase Tenfold 


The Montgomery, Ala. Coca-Cola Bottling Co., 
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.. Double-Cola’s quality is outstanding. 

We'll be glad to send you two sample 
bottles. Taste it! Compare it with any other 
Cola drink on the market. 


2 Double-Cola’s record speaks for itself 

with a line-up of successful bottlers, many 
having bottled Double-Cola for fourteen years 
or longer. 


3 Double-Cola’s parent company knows the 

rs ° ° - ° 
bottling business from actual bottling 
experience of more than thirty years. 


4 Double-Cola is in the big percentage 

* bracket. Cola drinks account for up to as 
much as 88% of total soft drink sales, depend- 
ing on the territory. 


5 Double-Cola can be bottled in either 
* 10-ounce bottles or 12-ounce bottles. 


& Double-Cola is backed by a genuine co- 

° operative advertising program that sup- 
plies the bottler eye-appealing, buy-appealing, 
sales-producing advertising. 


7 Double-Cola is a good investment. Ask 
*® the small bottler who sells only 1000 

cases a week. Ask the large bottler who 

bottles 750,000 to 1,000,000 cases a year. 


made great strides during the years since 1940. In 
that time its number of outlets in a territory cover- 
ing 13 central Alabama counties has grown from 
2,207 to approximately 4,200, with vendors and 
coolers playing a major part in the expansion. Since 
1940, the number of coin coolers has increased ten- 
fold from 120 to 1,200, while open-top coolers rose 
from 1,180 to 2,100. Lest year’s per capita for this 
plant hit a high of 153 bottled Cokes. 








SIP AND SMOKE 


At the Rockford, Ill. plant of Borg-Warner, “silent sales- 
men” stand ready to provide workers with soft drinks and 
cigarettes when they take time out for mid-shift relaxa- 
tion. Four-flavor Spacarb (Stamford, Conn.) cup machines 
feature Coca-Cola and Canada Dry flavors. 





Good Coverage. Solid Sales 

It’s one bottle vendor for every 160 employees at 
the Whiting, Ind. refinery of the Standard Oil Co. 
of Indiana, one of the largest in the world equipped 
to make a full line of petroleum products. This 
1,860 acre plant employs 8,000 workers, who give the 
Coca-Cola vendors plenty of patronage. Rating the 
machines highly as a source of continuous refresh- 
ment, Whitney refinery manager A. F. Endres notes ¢ 
“Coke through more than 50 coin coolers is one 


service that is ‘always on the job’ ”’. 


Dime Drink, 30e¢ Rental 


Increases at wholesale seem to be popularizing the 
10c retail price in many West Coast coin coolers as 
well as upping rental rates. W. B. Trueman of the 
Seven-Up Bottling Co., Santa Barbara, Cal., re- 
ports that all of his equipment is now geared to dime 
operation. This plant utilizes selective Ideals 
(Bloomington, Ill.) to vend 7-Up and Whistle. Some 
of the machines are sold outright, while the rental 
rate on others is 30 cents per case. Top vendor vol- 
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DRIVE-IN DRINK SERVICE 


“24 Hour Pop Service” is the wording on this Ideal 
coin cooler, spotted outside a roadside refreshment 
site near Waterloo, Iowa. Featuring 7-Up, vendor func- 
tions round-the-clock to supplement outlet’s manual 
facilities. 





ume locales for Seven-Up Bottling in this region are 
gasoline stations. 


*92 Chi Subway Sales Up 

Beverages accounted for 35° of the $89,177 
received by the Chicago Transit Authority (CTA) 
in commissions for 1952 from vendor operations at 
stations of the subway and elevated lines. Some 65 
beverage vendors accounted for $31,405 as against 
a return of $25,339 for 1951, when 63 machines were 
in use. In addition to expanded 5c soft drink activity, 
this figure includes 41 vendors dispensing dime fruit 
juice and adapted to vend hot soup during cool 
weather months. Commissions payable to CTA are 
based on a contract calling for a percentage (27.67 
of gross sales, with a provision that over a calendar 
year the total shall not be less than an amount 
computed at 15c per thousand revenue passengers. 
Thus, while the number of CTA riders actually 
declined during 1952, drink vendors pulled more 
coins from the available public to hit a new high. 
Commenting on the increased earnings, E. M. Guy, 
Commercial Engineer for CTA, observed: ‘The 
warm weather during the summer of 1952 as com- 
pared to recent years, the sales of hot soup during 





COLLEGIATE 
CONSUMPTION 


Busy spot on the 
campus is _ this 
Spacarb (Stam- 
ford, Conn.) 4- 
flavor cup vendor 
site, which sees 
plenty of action at 
Adelphi College. 
Garden City, N. Y. 
Pausing for a be- 
tween-class thirst- 
quencher, students 
have a choice of 
Coca-Cola and 
Canada Dry 
cherry, grape, or 
root beer. 
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By carefully checking and measuring the 
greatly magnified silhouette of a crown 
shell on this comparator, the slightest sign 
of wear on the dies can be immediately 
detected and corrected. It is but one of 
many tests that insure the constant accu- 


racy of CCS crown shells. 
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THE KEY TO HIGH SPEED FEEDING 


Dies like this are used to cut and shape crown shells. 
Keeping them sharp and accurate is the key to mak- 


ing smooth, fast-feeding crowns. 


We spare no expense, time or effort to make sure 
that the dies on our stamping presses are always sharp 
and clean cutting. That is why CCS Crowns give such 
outstanding performance on today’s high speed bot- 
tling lines. Even at speeds of 300 or more per minute 


they feed smooth and free in hopper and crown chute. 


This extra care in our plant . . . the way we con- 
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so refreshing... 





It’s refreshing 


in the “SWITZERLAND OF THE CARIBBEAN” 


Discovered by Spain, ruled for 
more than a century by France, 
and an independent republic 
since 1802—romantic Haiti is 
another nation of free people 
who look upon delicious Coca-Cola 
as a symbol of friendship as well 
as refreshment. Here, as around 
the world, the pause that refreshes 
with ice-cold Coca-Cola is an 





COPYRIGHT 1983, THE COCA-COLA COMPANY old and always welcome custom, 
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the winter months, and an increased proportion of 
10c machines were factors contributing to the higher 
volume of business for last year.” 


** Juicy’? Competition? 

From time to time, fruit growers and packers 
have evidenced an interest in cup vendors as a 
means of selling more juice to the public. Latest 
effort in this direction is sparked by the Florida 
Citrus Mutual, with that group reported set to 
finance the purchase of certain canned and’ frozen 
concentrate cup-type juice vendors on a one-fifth 
down, 2-years-to-pay basis at 6° simple interest. 
This organizaticn had specially-built Mills and 
Welch dual-flaver cup machines on view at the recent 
Miami Manufacturers Exposition, vending recon- 
stituted orange, grapefruit, and grape juice. Aim 
of the Florida growers is to obtain a share of the 
vast thirst-quencher market served by automatic 
merchandisers. 


Trays Aid Cup Drink Volume 

In certain types of locations, where one patron 
is designated to “make a trip” to a cup vendor and 
buy drinks for several other individuals, it may be 
necessary to provide a carrying device. Some indus- 
trial plants furnish cardboard or metal cup carries 
for this purpose, so that drinks will not spill. North- 
of-the-border, a Canadian operator has utilized a 
similar system in a Toronto bowling alley, where 
a bracket attachment on the side of a ColeSpa 
(Chicago) vendor is utilized to hold a tray. During 
a game, one of the bowlers is able to patronize the 
machine and bring back several drinks for the other 
keglers. Wording on the tray requests patrons to 
return it to the vendor after use. 


Prefers Outright Sale 

The Quality Beverage Co. of Omaha, Nebr., which 
did not begin to utilize coin coolers until it had 
raised its wholesale case price to $1.20, has geared 
most machines to the dime level, except for those 
in school sites which vend at a 6-cent rate. This 
plant has spotted multi-flavor Ideals in various out- 
lets, of which the best volume-producers are gas 
stations and educational institutions; and Quality 
Beverage vends Nesbitt’s, Squirt, Dr. Swett’s, and 
grape and strawberry flavors. Until recently, the 
firm’s placements were evenly divided by selling half 
of the machines and renting the rest on a basis of 
25 cents per case vended. However, current plans 
call for an outright sale policy, with bottler J. P. 
Daniels observing that the plant “will rent no more”. 


7-Up Kelvinator Cooler 

Kelvinator (Detroit) is in production on a lift-lid 
manual cooler, the KS-180, designed for 7-Up bot- 
tler use. An electric unit, which can be operated wet 
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or dry, it holds 180 bottles and has a cooling 
capacity of 37 seven-oz. bottles per hour wet, or 29 


dry (based on cooling bottles from room tempera- 


" . 
tures with a water bath or air temperature at This Space 
36 deg.). “Painless” financing programs for this Reserved 


equipment, made available through Kelvinator, in- for 
clude: (1) A plan covering outright sales to loca- 


tions; (2) A plan for renting coolers to outlets; 











(3) A plan for selling units to outlets on a monthly 
payment basis; and (4) A meter payment plan. 


BLOOMINGTON, ILLINOIS 





Coin Cooler Competition 


What happens in a territory where a 96 cent per 
case bottler is competing with an 80 cent rival for To 


vending accounts? In one Midwest community, the ° ° 
Again Remind All 
lower-priced plant had sold locations a number of 


single-drink coin coolers, geared to nickel operation. 
Along came its competitor with a sales argument 


Bottlers, Selectiue minded, 
in ‘‘deeds”’ as well as ‘‘words,”’ 
that 
you should, if you haven’t already done so, 
Qualify 


asa 


Dealer For 


lice]! 


) 





VENDORS GO TO COLLEGE 


One of the 3 coin coolers in action at Union University, 





Jackson, Tenn., has been installed outside an administra- Equipment 
tive office. Both students and employees provide this 

single-flavor Mills (Chicago) “65 with steady Pepsi-Cola Why? 
patronage. 





Dealers for Ideal venders not only have 


designed to push dime vending—-and win the stops. ‘2 Profits, Instead of One”’ 
Salesmen stressed the fact that the 5c mechanism 


ae But 
meant a limited 40 cent gross on a case of 80 cent 
drinks, which, at the rate of dispensing 250 cases an 
annually, would produce a gross profit of S100. On OFFENSE 
the other hand, the account was told that the utiliza- af 
tion of a selective 10c machine. selling a 96 cent which has, in all cases, made competitors, 
product, would probably move at least 400 cases per (Single Flavor Venders) 


‘ar yross ‘ofit to S576. O Se tet : : 
year to up gro profit to 1b n this kind of go on the defensive, losing their former advantage, 


of offensive approach. Dealers of Ideal, when solicit- 
ing their prospective dealers are keenly aware of 
Being on the 


“projected arithmetic’, the location-owner is advised 
that he can pay for a new machine and still have 
twice the profit the old coin cooler earned! (The used 
machine is taken in trade.) P.S. The 80 cent bottler 


is now busy supplying such accounts with 10¢ OFFENSIVE 
t . ‘ 
machaniaten You should qualify. Go on the 
OFFENSE 
Foreign Flights Zoom Vendor Volume A defensive position is usually a losing position. 


Bottlers near air terminals used for foreign 
flights would do well to check into the added vending 
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potential such traffic is bringing to these fields. With 
international airlines carrying 1,300,000 passengers 
to and from the U.S. last year (a gain of 300,000 
over 1951) air travel actually forged ahead of the 
sea lanes as a transport medium. A breakdown of 
data shows American lines flying over 400,000 pas- 
sengers to Europe, Africa, 
500,000 between the U 
vending machines, in use at New York’s Idlewild 


Asia, etc., and over 


. $8. and Latin America, Cup 


and Miami’s International airports, have been regis- 
both from travellers 


off or 


tering nice soft drink volume 
and the visitors who see 
at the fields. 


them meet them 


Pointers On The Military Market 


In a recent talk delivered at a regional Exchange 
(PX) Concessions Supervisors Conference in Phila- 
delphia, Pa., Aaron Goldman, president of the Natl. 
Automatic Merchandising Assn., voiced this inter- 
esting view on vending in military installations: 
“The relation between the qualified vending opera- 
tor and the Exchange is much closer than the ordi- 
nary arrangement between buyer and seller. I see it 
as something very akin to a ‘partnership’, a partner- 
ship where the Exchange provides the locations and 
the operator, the machines, the merchandise, and the 


service. 


.. This ‘partnership’ which I have men- 





Anthraft’ 


on the market 


assure the long, continuous, age cooler &.6%4 cv 
trouble-free operation that [zp 
makes users happy and saves 

you money. 


BEV-FOOD 


nation 6-case bever 






{refrigerator 


"MANUFACTURING CORP. | 





“Quality Products for Over a Quarter Century” |! 

1125 E. Kibby Street Lima, Ohio, U.S.A. 

Please send literature and prices on: 

C) Bev-Cooler C) Bev-Master (C) Bev-Food | 
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tioned ought to incline the Exchange officer toward 
accepting the recommendations of the competent 
operator when it comes to the placement of vending 
machines. Generally, such an operator can be counted 
which 


is his 


on to recommend vending placements for 
there is a genuine need. Remember that it 
own money he is investing. Unless he is inexperi- 
enced, he is not likely to place machines in locations 
where he will not do business. ... As a businessman, 
I don’t blame you for negotiating the very best deal 
you can. It’s your responsibility to do so. You 
should bear in mind, however, that the commission 
rate is but one element of the total proposal. To base 
your decision solely on the rate of commission Is not 
always in the best interest of your Exchange. There 
are many other factors to consider: the kind of 
equipment to be installed, the coverage that will be 
afforded, the 


service will be 


hours during which maintenance 
provided, and, most important, the 
experience and competence of the operator himself. 
Unlike many of the services or products you buy 
where there are specifications or consumer accept- 
ance based on brand names, the operation of vending 
machines, like the operation of your other conces- 
sions, is based on a number of elements which defy 
formal contractual statement. They represent the 
between service, passable service 


difference poor 


and excellent service.” 
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Vendors As Wage Savers? 

Vending seems to be in the process of acquiring 
a new role as a “more economical” means of mer- 
chandising in certain sales situations. In comment- 
ing on the 1952 earnings of the American News 
Company at a stockholders meeting, the firm’s 
president P. D. O’Connell pointed out that 92% of 
the concern’s increased operating expenditure was 
due to upped labor costs. Mr. O’Connell observed 
that one of the greatest opportunities the company 
had to cut such overhead is by an increased use of 
vending machines. Through its subsidiary Union 
News Co., major railway concessionaire, American 
News has been operating a route of cup drink ven- 


dors in Eastern railroad stations. 


Vends 5 Brands At 10e¢ 


Bottling a line of 5 brands, including Grapette, 
Nesbitt’s, toot Beer, Squirt and Pepsi- 
Cola, the Grapette Bottling Co. of Hastings, Nebr. 
uses multi-flavor vendors. Geared to 10-cent opera- 
tion, this plant’s Ideal (Bloomington, Ill.) machines 
have turned in their best performance records at 
gas station and school outlets. While Grapette Bot- 
tling has raised wholesale prices, bottler Frank C. 
Boyd, Jr. that this has “not 
adversely” affected the plant’s vending operation. 


Mason’s 


points out factor 








they GIVE 


PERFORMANCE ALS 


YEAR AFTER YEAR! 


Here’s DRY refrigeration at its 
best. Here's trouble-free per- 
formance that tells—and sells! 
The BEVCO 5-year warranty 
guarantees superior service. 
Accessories that are sales 
makers — water equipment, 
dividers, casters, stainless in- 
teriors, exteriors available on 
all models. 


RESULTS COUNT! 


The BEVCO Company, Inc. 


3316-28 S. BROADWAY + ST. LOUIS 18,.MO 


WRITE FOR 
CATALOG G-|! 
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Squirt Aims 


At High AIll-Y 


q N a strong, competitive bid for greater segments 
of 1953 soft drink and mixer markets, The Squirt 
Company will use highly accelerated local bottler 
merchandising plus coordinated and increased na- 
tional advertising schedules in Life and Look. 

According to Squirt President Herbert B. Bishop, 
“Our 1953 National and Local Campaigns will con- 
tinue to accent in dramatic copy and illustration 
the now-familiar and exclusive selling appeal of 
Squirt :—‘If sweet soft drinks leave you thirsty 
Switch to Squirt ... fresh, clean taste as you drink 
Squirt ... fresh, clean taste after you drink Squirt 

Never an After-Thirst.’ We anticipate that this 
year’s Squirt campaign will prove to be even more 
competitive than last year’s campaign which created 
such unusual consumer impact.” 

Virtually all Squirt bottlers throughout the coun- 
try will participate in the national advertising cam- 
paign and support it through local promotion in 
almost 400 Squirt franchise territories. 

In addition to accenting the product's qualities 










Viewing new Squirt advertising are (l. to r.) Ernie 
Lowry, assistant sales manager, Squirt Co.; Greacen 
Mitchell, account executive, Harrington-Richards ad 
agency, and Hugh McKellar, Squirt’s advertising and 
sales promotion manager. At right is national maga- 
zine ad featuring the “Never an after-thirst’’ theme. 





as a soft drink, copy will call attention to the use 
of Squirt as a mixer. In the mixer field, Squirt has 
developed two of the industry’s most outstanding 


offers bottlers 





1. Thoroughly pre-tested, these deals are a proven success in mov- 
ing Kist beverages off dealers’ shelves in big volume at good profit. 


2. Help boost bottle returns. 


WHAT’S MORE 


no bother. All premium details handled 
by Citrus Products Co. 


FOR INFORMATION about the Kist franchise for bottling top quality beverages at 


reasonable case costs 


WRITE CITRUS PRODUCTS CO., 1 East Hubbard St., Chicago II, Il 
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CGP Now more than ever, the FRANCHISE WITH A FUTURE! 










after-thirst 


Freeh, clean taste as you drink Squirt... fresh, clean taste 
after you drink Squirt...never an after-thirs! 
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sales promotions. These are the highly successful 

“Squirt Snowball,” for early spring and summer, 

and the “Squirt Glow-ball” for fall and winter. 
Backing the national campaign will be local bottler 


ti) help you with =| 
iyour Bottle Washing | 
Problems 






It can pay you to call in the Diamono 
Technical Serviceman, Often he can 
recommend more economical methods, 
newer cleaners that can save you 
<n ting money. This service is free. Call your 
DIAMOND nearby DIAMOND sales office. 


TECHNICAL 
Senvice 


ce 
DIAMOND 


<> 


CHEMICALS 






DIAMOND CLEANERS 


DIAMOND ALKALI CO. 
Cleveland 14, Ohio 





Check Squirt Sales 
and 


YOU'LL 
SWITCH TO SQUIRT 
T00! 





COPYRIGHT 1053 THE SQUIRT COMPANY 


Write For Franchise Details Today 


THE SQUIRT COMPANY seve, wits, cotitornie 
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tie-in display cards, window streamers, danglers 
and carton display cards, 24 sheet billboards, a 
complete local newspaper advertising campaign, 
painted wall signs, radio and TV—all carrying the 
same competitive theme. 

Key element in the Squirt 1953 program will be 
“Round the Calendar Selling,” in which promotions 
are being scheduled on a continuous basis. Vice- 
President and Sales Manager, Bill Jay, reports that 
these have been organized to best take advantage 
of seasonal selling opportunities where, frequently, 
untapped selling and merchandising possibilities 
exist for Squirt. Recommended promotions for the 
four seasons can be combined with local advertising, 
sales contests, and other promotions. 

As a result of year-round soft drink promotion 
combined with mixer promotion, Squirt bottlers in 
recent years materially reduced or eliminated the 
tremendous variation in sales volume that histori- 
cally occurs during the so-called off-season. 


Canada Dry President Outlines 
Some Beverage Success Factors 


Pauan observations on some of the factors that 
determine success or failure in the beverage busi- 
ness were set forth by Roy W. Moore, President of 
Canada Dry Ginger Ale, Inc., N. Y. C., in his recent 
annual report to stockholders. 


Availability—* Availability is the watchword of 
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Every day—every month—for over a quarter of a century... 

CEA QUIKOLD coolers have increased sales of bottled drinks! Invit- 

ing appearance, easy accessibility, just right cooling for 

thirst satisfaction offered by QUIKOLD units build steady sales 

a! volume for both retailers and drink bottlers. Why not put 
QUIKOLD coolers to work increasing sales for you too? 


STANDARD OF QUALITY FOR OVER 26 YEARS! 


It pays to offer your outlets the 
very best—the pioneer, proven 
QUIKOLD line that’s engineered 

~s right—priced right. 
Choice of many 
models, ice and 





our business. If we make our products available in 
any given market, they will be bought. Our great 
job (is) the job of producing and making the prod- 
uct available to the maximum number of new con- 
sumers within our means in any given year.” 

Profits and Prices—‘It is one thing to grow, but 
it is another thing to so coordinate your activities 
that you get a reasonable profit from this growth. 
Today in this business, the five-cent price still pre- 
vails among many bottlers in spite of the fact that 
we are living with a new economy which is very 
difficult to deal with.” 

Future Potentials—‘Business feeds on momen- 
tum, and accordingly, we definitely anticipate con- 
tinued growth in 1953, perhaps greater than ever 
before. None of us knows what the saturation point 
is. We have seen no evidence of a saturation point 
yet, but we believe it to be a long, long way off. 
Why? Because everyone likes soft drinks, and every 
living person on this earth is a prospective customer 
for soft drinks. Yet, to millions of people in this 
and other countries of the world, soft drinks 
have not yet been made available.” 

Also included in Mr. Moore’s report were these 
interesting facts: 

@ “The industry started in 1807, and from 1807 
to 1934 the growth was relatively slow. In 1934 
the consumption of soft drinks in the U. S. had 
risen to 168 million cases of 24 bottles each. That 
was 31.9 bottles per capita. In 1951, only seventeen 


FOR YOU: 


Gentlemen: 
Without obligation please send complete information 






Cooler. 


WILL INCREASE SALES 


MAIL COUPON NOW FOR 
COMPLETE DETAILS! 





years later, consumption had jumped to 1 billion and 
44 million cases, or 162.7 bottles per capita.” 

® Soft drinks rank tenth among all food items 
sold in grocery stores. In sales volume they rank 
ahead of concentrated milk, ice cream, crackers and 
biscuits, and natural cheese. “Even butter is only 
slightly ahead of soft drinks.” 

@® “More than 85 per cent of the hospitals report 
that they use carbonated drinks as a matter of 
routine.” 

@ “Congressman James J. Wadsworth, report- 
ing on what the Army drinks, said that soft drinks, 
coffee and milk are far in the lead as beverages 
wherever soldiers relax. The O.W.I. reported that 
in canteens, soft drinks outsell beer by 33 per cent. 
And (the then) General Eisenhower, after the first 
landing in Africa, told the Senate that the Ameri- 
can soldiers wanted soft drinks in preference to all 


other beverages.” 


G. J. House 

George J. House, president of George J. House 
and Sons Co., soft drink manufacturers in Los 
Angeles since 1911, died February 20. He was 8&8. 


Harry Squires 

Harry Squires, president of the Newgate Ginger 
Ale Company, Thompsonville, Conn., and a _ past 
president of the Connecticut Manufacturers of Car- 


bonated Beverages, died March 7. He was 64. 














electric. and prices on all QUIKOLD models. 
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“Mind Conditioning” Program 


Cuts Employee Turnover 


Lean 2 shortages, with resultant in- 
creases in employee turnover, consti- 
tute an acute problem for manage- 
ment today. This is particularly true 
with bottling plants. Because of too- 
low profit margins, most bottling op- 
erations cannot match the high wage 
scales and overtime incentives offered 
by defense plants; many bottlers, in 
fact, are in no position to even match 
the wages paid by competitive indus- 
tries. As a consequence, bottlers con- 
tinually see their employees shifting 
to other jobs, and have difficulty in 
obtaining adequate replacements. 

Some plants have attempted to 
tackle the problem by using monies 
derived from increased prices to up 
wage scales. Others have established 
various forms of incentive plans, espe- 
cially for routemen. Generally speak- 
ing, however, these “remedies” have 
merely served to narrow the differ- 
ences between bottling plant wages 
and those proffered by competitive 
and defense industries. So the prob- 
lem remains® . . and bottling plant 
executives are still desperately seek- 
ing a satisfactory and practical 
answer. 

Significantly, one Ohio © plant 
Norka Beverages of Akron—may have 
it. 

Months ago, owner-operator Clair 
Mantz became convinced that the core 


fae me 
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of the labor problem—in most any 
industry—was to be found in the in- 
creasing tensions between labor and 
management, and their failure to 
work together as a team. Since labor 
came into the driver’s seat about 1940, 
Mantz felt, the average employee had 
become indifferent to his job (“there 
are others available”), and unmindful 
of his responsibilities (“I am not be- 
ing paid to think’”’) 

On the other hand, management had 
not fully realized its obligations to 
employees, Mantz believed; it had not 
manifested any real appreciation of 
the employees’ needs and desires, and 
was neglecting to give them the proper 
training and guidance that help de- 
velop top-notch, responsible workers. 


Sets Up “Mind Conditioning” Plan 
Accordingly, Mantz established a 
“mind conditioning” program — to 
bridge the gap between his plant’s 
management and labor. “We're at 
least trying to meet our employees 
half way,” he says. Under this plan, 
which supplements practical (mone 
tary) inducements for good perform- 
ance, Norka’s 45 employees are sys- 
tematically conditioned to think about 
their future in the Norka plant. 
Mantz and his personnel director, 
H.O. Brown, who was specially hired to 
help follow through on the “mind con 


Two Norka Beverages officials who 
came up from the ranks are shown 
with Clair Mantz. owner-operator of 
the plant, and H. O. Brown, person- 
nel manager. Left to right: Joe Mol- 
nar, traffi cmanager who started as 
driver salesman; Mr. Mantz; Mr. 
Brown (standing), and Russ Smith, 
assistant plant manager who started 
as syrup room attendant. 
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COIN MECHANISMS 
and CHANGERS 


in MANY 
COMBINATIONS 








Handles NU 


Standard Bottles 
6-0z. through 12-o0z 


Easily Converted to 
Meet Price Changes 


The COIN VENDOR with 
Stratified, Controlled Cold Air Flow 


Day in and day out, you can serve more drinks through the 
ATLAS VARIETEE Coin Vendor because extra refrigeration 
capacity and an engineered cold air flow chill the drinks faster, 
making it possible for the Varietee to handle a greater volume 
of really cold drinks, even under the pressure of hot weather 
selling. The seven-channel vending rack design assures the 
customer of always getting the coldest bottle in the box. 

Construction is rust-proofed throughout, and the exterior 
is finished in Du Pont Hi-bake Enamel. A wide choice of 
colors is available. The vending rack holds 105 6-o0z. to 8-oz. 
bottles; pre-cool compartment approximately 60 of the same 
size bottles. Coin mechanisms and changers are available in 
many combinations which may be economically converted 
to other sales units in event of changing prices. 


Our twenty years of cooler and vendor manufacturing ex- / 





perience assure you of a product in the Varietee that is engi- 
neered for long and economical service. Send the coupon rhree simp! 
° delivery steps are 
below for complete information and prices now! illustrated above 
, Customer tnoves 
selection from eny 


CHOICE of Coin Mechanisms to Fit Your Market pao of seven vend 


ing channels, along 
end cross-channel 


National Rejectors’ Electrically and Manually Operated ie belunee matt 


coin mechanisms are available in eight combinations includ which has been 
ing three changers and a wide range of odd penny sales units freed by operation 
They offer a selection to fit any market. Changers and coin of coin mechanism, 


’ and out at single 
mechanisms are included in National’s nation-wide service delivery port 


program. 


| ATLAS METAL WORKS 


VENDOR DIV., P.O. BOX 5208, DALLAS, TEXAS 
MAIL Please send us complete information and prices of the Atlas 
THIS Varietee Coin Vendor 
COUPON Name 
NOW for 
Complete Faia 
Information [i 


and Prices NB 
City State May 
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“Now Store 50% More Goods / 
in 40% Less Space’... 


Referring to the Lewis-Shepard 
SpaceMaster Model ‘'J’’ Fork Truck, 
Mr. R. Ingouf, Gen. Mgr. of the 7-Up 
Bottling Co. of Memphis says, “We can 
now store 50°, more merchandise in 
40% less floor space with the Model ‘J’. 
Moreover, our experience has prompted 
the purchase of this same truck by other 
Maher 7-Up plants in the middle west.” 
Here are some of the features that 
sold 7-Up on the battery powered Model 
“J: maneuverability, compactness of 
design, no clutch, no carbon-monoxide 
fumes, automatic electrically-controlled 
braking, and moderate speed .. . par- 
ticularly desirable when handling glass. 





> ~ 
Ree 2 al * 





And, the Model ’’3” sells for 14 the 
cost of conventional electric fork trucks. 
The low price is the result of unique 
Lewis-Shepard designing. Quality com- 
ponents are combined with volume man- 
ufacturing to produce a rugged electric 
fork truck, demanding less space and 
lower in price than any other. 

This truck is but one from the broad. 
est line of materials handling trucks in 
the nation. Whatever your particular 
need, compare Lewis-Shepard Trucks 
before you buy. There’s an L-S Represen- 
tative near you... See “Trucks, In- 
dustrial’’ in the Yellow Pages of your 
telephone book. 


Write for the complete 7-Up story on the unique Model “J”... and 
other case histories covering a wide variety of industries. Also request 
“Electric Truck Comparison Charts”... 





ne 229-5 Walnut, Watertown 72, Mass. 


“The MASTER" Linc Please send 


Name 
Company 


Street 





City 


LEWIS-SHEPARD 


® Proof Folders showing L-S Trucks at work 


r 

! 

! 

{ ‘ ® Electric Fork Truck Comparison Charts 
\ ‘ 

, 


- make your unbiased comparison. 





ditioning” program, are relying main- 
ly on tried-and-tested approaches to 
cement labor-management harmony. 
One technique they are using effec- 
tively is to consistently make clear to 
employees that higher positions, as 
they open, will be filled from within 
the ranks. And the employees have 
ample evidence available that this 
policy is strictly adhered to; for ex- 
ample, two of Norka’s chief execu- 
tives—assistant plant manager Russ 
Smith and traffic manager Joe Mol- 
nar—both started from the bottom. 

“Through evidences, not words,” 
employees are further impressed with 
the fact that “it pays to stay with 
Norka.” While 
other defense industries in the Akron 
area may offer larger initial wages, 


rubber plants and 


Mantz can show that chances for ad- 
vancement at Norka (Akron spelled 
backwards) are far greater. The per- 
manency of a career with Norka also 
is stressed, as Mantz believes that 
employees generally are much con- 
cerned about security. 

Mantz additionally tries to build 
and develop both the leadership quali- 
ties and character of his employees. 
He urges their attendance at lectures, 
regularly pays their way into Sales 
Executive and similar type meetings. 
He also has a well stocked plant li- 
brary of “good, helpful literature” 
(books on sales, biographies of great 
Americans, etc.) for employee use. 
The library, incidentally, is in Mantz’ 
office, and when employees come in to 
borrow a book, there’s generally time 
for a little talk with the boss. 


Employees Get Personal 
Attention, Too 
In fact, Mantz and his personnel 
director heart-to- 
heart talks. He believes that manage- 


encourage’ these 
ment should give employees as much 
individual attention as possible; he 
has found that employees appreciate 
management’s personal interest. If an 
employee has a particular problem or 
gripe, or is not making the progress 
that Norka feels he should, that em- 
ployee is invited to “come in and 
discuss things” with management. On 
the basis of past interviews, employees 
know that the company will make a 
real effort to straighten out their par- 
ticular difficulties. 





Whether this approach to the labor 
problem constitutes coddling of em- 
ployees is irrelevant. What is import- 
ant is that the Norka organization, 
through this conditioning” 
program, is building a solid person- 
nel force. Its employees now know 
that they are a vital part of the busi- 
ness and that they are being given 
good and equal chances to build their 
business “Isn’t that the 
goal of most workers?” Mantz asks. 
And most importantly, employee turn- 
over, which formerly plagued this 
plant, has just about been practically 
halted. 


“mind 


careers. 


$300,000 "Model" Dr. Pepper 
Plant Opened In St. Louis 


The Dr. Pepper Company last month 
opened a $300,000 “model” soft drink 
bottling plant in St. Louis—a major 
step in a campaign to earn a bigger 
part of the national market. 

“St. Louis will be a pacesetter for 
Dr. Pepper nationally,” President 
L. M. Green asserted at the firm’s 
Dallas headquarters. 

Dr. Pepper sales rose 23 per cent 
nationally in 1952, Green said. The 
gain in St. Louis alone was more than 
100 per cent. 

The St. Louis operation will be 
backed by the largest advertising 
appropriation Dr. Pepper has ever 
assigned to a single market. The 
campaign will utilize all radio, TV 
and newspaper facilities in St. Louis, 
together with intensive merchandising 
promotions at the point of sale. 

St. Louis was picked as the site of 
the model plant because it is one of the 
nation’s 10 leading markets, has ample 
and diversified industry, and accounts 
for a greater percentage of the coun- 
try’s retail sales than of its population. 

Green termed the outlook in St. 
Louis excellent. He said plans are be- 
ing considered now for three addi- 
tional measures: establishment in St. 
Louis of a division headquarters; a 
St. Louis syrup manufacturing plant; 
and expansion of the new structure 
just completed. 

Dr. Pepper now has five company- 
operated bottling plants, four of them 
in Texas and the new one in St. Louis, 
and some 400 franchised bottlers in 35 


states. 
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Truck Loading Time 


Cut 90% 


Bottler uses new type, flat hed body of own design to effect 


substantial economies in plant. 








Loading the new-type flat bed pallet truck body is an 
easy and quick operation, and performed the same as 
any other. The safety bars from the bay being filled are 
pushed to the side to permit entry of the pallet. 


Fad PROGRAM of palletization begun 
several years ago, and recently com- 
pleted with the full palletization of its 
truck fleet, is producing marked econ- 
omies for the Royal Crown Bottling 
Company of Baltimore, Maryland. The 
plant, a large structure, located in a 
semi-residential area about a_ mile 
from the center of town, is operating 
with two complete bottling lines—a 
40-head Cem and a 50-head Cem. Both 
lines end up with automatic packing 
machines, a Davis unit being hooked 
into the 40-head line and a Standard 
Knapp caser on the 50-head line. Pro- 
ducing over a million cases a year of 
foval Crown Cola and several Nehi 
flavors, palletization of the plant in 
the last two years had doubled the 


storage capacity (cases are now stacked 
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14 high instead of 7 high), but opera- 
tions were being bottle-necked by the 
truck loading and unloading job, 
which up to January of this year was 
being accomplished by manual han- 
dling of the cases. 

While only eight men are required 
to handle the loading and unloading 
phases of both lines feeding the 
soakers, casing, cartoning and stack- 
ing, six men were needed on the floor 
to handle the truck loading and un- 
loading. At approximately 3:30 each 
afternoon, when the trucks came in 
for second loads, this force was aug- 
mented to nine men, and in addition, 
drivers and their helpers were pressed 
into service, with special compensation 
of 50c per load, to aid in getting the 
empties off and the fulls on. An addi- 
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ONLY ORANGE THAT 
CAN MAKE THIS OFFER 


IF YOU DON'T AGREE 
THAT +2000 GIVES 
YOU THE FINEST 
ORANGE DRINK YOUR 
YOU CAN BOTTLE... MONEY BACK 


VEKO #2000 
ORANGE JUICE BASE 


(PACKED IN VACUUM CANS ONLY) 
Just do thie... 


| ORDER A TRIAL GALLON CAN @ $4,00 delivered. It 
e has all the Citric Acid, Benzoate and Color necessary for 


the finished drink. 


WE'LL GIVE YOU 


DOUBLE 


? Bottle +2000 Orange according to our tested bottling 
« 


instructions. Use it 1-17. 


3 Put it through any taste test you wish . . . and if you don't 
e agree that +2000 gives you the finest Orange Drink you 
can bottle . . . Return the unused portion within 60 days of 


invoice date and we'll give you DOUBLE YOUR MONEY BACK. 
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Pg TRIAL GALLON of +2000 ORANGE @ $4.00 
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“Our Super-market 
Business Boomed 
with Hires 
Plastic Stein 
Promotion !” 





says STANLEY HAZEN, General 
Manager of Hires Bottling Co., 
Shrewsbury, Mass. 





‘éLast year in February and 





March, normally poor soft 





drink months, we ran 3-day 






plastic stein promotions in 





three super-markets. Hires 






attractive plastic stein, a 





35c value, was sold for 15c 







with each carton of Hires. 


Case sales jumped from 43 





cases for the same period 
in 1951 to 282 cases! 






‘(Repeats of the promotion 





were even more amazing. 






320 cases against 34 pre- 





vious sales! All told, a 






whopping 682% sales in- 





crease and 1728 steins sold! 






It certainly shows that Hires 





has outstanding sales and 






promotional power... it’s 





a real ‘big business’ 
drink.” 









Another of the many 
Hires Success Stories 
from all over America 
Write today for 
details of the few 
franchises still 
available 

E. Hires Co. 
206 S. 24th St 
Philadelphia, Pa 
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tional big loss factor was the time 
taken from selling and delivery, which 
had to be devoted to laborious manual 
loading of the trucks. j 

Now, with the installation of a com- 
pletely new type of truck body de- 
signed for use of pallets only three 
men using two Lewis Shepard 2,000 
pound, and a Mobilift 1,500 pound 
gasoline powered lift trucks, easily 
handle all of the 36 trucks without 
interfering with the other uses of the 
lift trucks, such as bringing empties 
to the washers and moving filled goods 
to the storage areas. Two lift trucks 
operating simultaneously on a motor 
truck can load the four bays per side 
in little over two minutes—or about 
five minutes per truck. The day’s sec- 
ond loads are, therefore, accomplished 
in five minutes with two men instead 
of a minimum of one and one-half man 
hours under the previous arrange- 
ment. 

Night loading of the trucks for the 
next morning sometimes took until 
2:30 A. M.; now with the truck pal- 
letization, between 5 and 5'% hours 


per day are being saved, as all 36 


trucks can be loaded for the morning 
operations by 9 P. M. 

What makes this palletization pro- 
gram a little out of the ordinary is the 
fact that the bodies installed on the 
Royal Crown trucks were developed 
by W. C. Franklin, president of the 
company, and Kenneth H. Burcham, 
sales and production manager, in co- 
operation with a local truck body 
manufacturer. As far as is known, 
this is the only type of truck body 
designed for pallets which does not 
have an A-bed. To prevent cases from 
spilling on turns or when the truck 
goes over bumps in the road, each 
bay of the eight on the body has been 
provided with three safety bars (see 
photos). The bars have closed, offset 
hooks at the upper end which give 
them an unusual degree of mobility; 
they can be turned laterally at least 
120 degrees. When in position, the 
bottom ends are slotted into recesses 
in the body while the top ends are held 
in position by U-shaped brackets. To 
hift a safety bar, all that is necessary 
is to lft the bar about an_ inch, 


release it from the bottom slot and 


+. 


A home-built pallet conveyor, at the loading end of the 
washer, is made from three sections of roller conveyor, 


oe 


4 7 Hh, AL bd abated eat 
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then move it either side out of the way 
of the pallet and its load. These 
bodies, which have a total capacity of 
228 cases with all bays loaded, or 202 
cases Witn a “starter” bay (usually one 
over the wheel housing) are said to 
be less costly than the A-type body, 
and have an additional feature in the 
solid roofing, which can be used for 
more cases, and which, of course, al- 
Ways provides protection for the load. 
In addition to the 90°7 saving of time 
in truck loading and unloading which 
the new bodies have made possible, 
breakage has been materially reduced 
since the fork truck loading of the 
trucks became standard practice in 
the plant. In the manual handling of 
cases, the normal abuses of the load, 
sometimes unavoidable, as every bot- 
tler knows, resulted in a good deal of 
bottle chipping and broken cases. With 
the pallet system, unless a case drops 
off the pallet, none of the 30 cases per 
pallet need to be touched. 37-inch pal- 
lets are used, loaded six to a layer, five 
high. After experimenting with sev- 
eral stacking arrangements, the sim- 
ple one of right angling the fourth 





laid directly on the slightly graded floor. The conveyor 
can accommodate four pallets at a time. 
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“Our low-cost Hires 


Float Promotion 
really paid off!” 


says R. A, POINDEXTER, Pres. 
Poindexter Bottling Corp., Lincoln, Neb. 











‘6 ee 
Profitable? I’ll say so. We 


promoted Hires old-time 





root beer and ice cream 


After the pallets are loaded into the bays, the safety bars _ off-set closed hooks, which ride on a bar. The offset hooks 


é ; oe ; ; together and found them 
are slid back into position, and the bottom ends slotted permit easy movement of the safety bars, even turning 


a natural...so did thou- 
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into the floor of the body. Ends of bars are provided with laterally 120 degrees. 





layer to lock the whole pallet load into 
place was adopted. 

The new type body has been exam- 
ined, with interest, by other Royal 
Crown bottlers. Impressed by the econ 
omies made possible in both time and 
money, several have made plans to 
utilize it in their own operations. 








HONORED ... 


W. A. Brown, Jr., President and General 
Manager of The Liquid Carbonic Cor- 
poration, was elected President of the 
International Acetylene Association at 
its 53rd Annual Convention in Atlanta. 
Georgia. last month. Liquid Carbonic 
has been an active member of the as- 
sociation since it entered the acetylene 
and oxygen field in 1939. 


WORLD'S BIGGEST? 


Day and night, the people 
around Hampton and Gravois 
Blvd. in South St. Louis are 
looking at and talking about 
a new 35!/2 foot display bottle. 
This giant bottle is an exact 
replica of a family size Vess 
Soda Bottle and is the property 
of Vess Bottling Company of 
St. Louis. The huge display is 
comparable to the height of a 
three story building. The bottle 
weighs over 2,000 pounds and 
is supported by another 1,000 
pounds of steel. The bottle 
alone measures 6 ft. 7 in. in 
diameter and stands 34 ft. tall 
from bottom to the top of the 
crown. If filled with Vess Soda, 
it would hold approximately 
15.564 quarts of liquid. The 
mammoth bottle is the product 
of Treesh Neon Sign Company 
and is believed to be the larg- 
est, revolving, lighted bottle in 
the world. It rotates at a speed 
of 3 revolutions per minute, of- 
fering ample time for viewing 
the label from all directions. 








“cc 
It was easy to tie in with 























































sands of our customers. 





It was the biggest success 





we’ve ever had for the 








lowest possible cost. 











ice cream 





companies, 





thanks to Hires quality 





and its 77 years of na- 





tional advertising. The 





two sales forces working 


the 





with double 







usual 








amount of displays made 


the promotion a great suc- 





cess. We’ve learned to 











bank on Hires coming 





through with these power- 





ful local promotions 






as well as their 








steady national 


promotions.” 


The Charles 
E. Hires Co. 
206 S. 24th St 
Phila., Penna 


Another of Hires Succe 
Stories from all over 
America. Write today 
regarding the few 
franchises still available 


Calif.-Nevada Bottlers Fight 
Anti-Beverage Propaganda 


The California and Nevada Manu- 
facturers of Carbonated Beverages, 
which brought out a booklet last year, 
“Facts About the Sugar Theory and 
Tooth Decay”, has come out with a 
revised issue in new dress. A vigor- 
ous drive has been launched in the two 
States to have a copy placed in the 
hands of every dentist, Superintendent 
of Schools, School Principal, dietitian 
and P.T.A. official in every city, town 


Buckner 


MOVING TO 


and hamlet. It is felt that the booklet 
will receive more attention if it is dis- 
tributed by bottlers in the different 
communities, and plans have been sug- 
gested by Secretary George Culley for 


organized effort along this line. 


Bottlers are urged to call meetings 
of their employees, preferably dinner 
meetings with the wives in attendance, 
and after explaining the program in 


detail present each with copies 


distribution among friends, teachers 


and dentists. 


Equipment Company 


NEW PLANT! 


to provide better facilities for 
rapidly expanding equipment sales 


prices reduced for quick sale! 
10-25% BELOW | 





our usual low 
Washers 
te ee DUMORE, 8 wide, 2 comp., single end 
—$i 
|—MICHAEL YUNDT, 24 wide, 6 comp., for 
splits—$4,500.00 


I—MICHAEL YUNDT, 12 wide, 4 comp., double 
end, splits to ats. nail: 750.00 

I—LIQUID UNIVERSAL, 4 wide—$I,500.00 

*I—LIQUID UNIVERSAL, 4 wide—$2,150,00 

I--STURDI-BILT SOAKER, 6 wide, automatic un 
load, 75 to 90 case—$/ 500.00 

I—D & L, 6 wide, 120 CPH, automatic unload— 
$2,250.00 


Fillers 


1—CEM 28 spout, parts for 3 size bottles 
$3,750.00 

ae 20 spout, parts for 3 size bottles- 
6,950 

i—CEM - ta spout, parts for 3 size bottles 
$875.00 

*I—DIXIE, Model F, automatic, one man hookup, 
parts for 7 and 12 oz. bottles—$2,200.00 
~DIXIE, Model C, hand feed—$475.00 

DIXIE’ Model Cc. automatic—$675.00 

i~LIQuip 12 spout Red Diamond, parts for 2 
size bottles—$775.00 

*I—LIQUID 12 spout Red Diamond, parts for 2 
size bottles—$!,475.00 

I—LIQUID 24 spout Red Diamond, parts for 
splits to quarts—$2,250.00 

I—LIQUID 32 spovt, parts for 2 size bottles— 
$1,750.00 

2—CEMCO 40 spout filler & crowners, for 12 o2 
exports and crown top cans (!1—1944—$i 475.00) 
(1—1948—$1 575.00) 


Labelers 


1—O & J, duplex rotary automatic, 150-180 BPM, 
parts for 7 to |2 oz. bottles—$I 275.00 

I—ERMOLD, 10 wide, Model 100, automatic, 200 
BP’', 7 to 12 oz. bottles—$!,475.00 

I—WORLD, rotary, autoniatic, for 12 oz. bottles 
$975 00 

*!1—WORLD, rotary, for 12 oz. bottle—$!,275.00 


Write or phone im- 
mediately your specific 
needs. Prompt _ ship- 


discount prices! ment. 


Items indicated with asterisk are reconditioned 
and guaranteed. Other items are offered as is 
but in full operating condition. 


Carbonators—Saturators 


I—LIQUID ‘'Lifetime Magic'', stainless steel, 
1000 GPH—$1,750.00 

I—LIQUID, stainless steel, 800 GPH—$I 495.00 

I—LIQUID, stainless steel, 500 GPH—$975.00 

I—LIQUID, stainless steel, 200 GPH—$525.00 

1—CEM, stainless steel, 500 GPH—$875.00 

I—LIQUID, dome type, 250 GPH—$275.00 


Syrup Filters 


*|I—BUCKNER 10" Filter Press, 5 GPM, sanitary 
pump and nickel alloy fittings—$875.00 

*iI—BUCKNER 10" Filter Press| 5 GPM, bronze 
pump and fittings—$675.00 

*|—13'' Disc Filter, 3 GPM, pump, motor, fittings— 
$375.00 


Water Filters 
*2—20'' McKAY Filters—$515.00 


*|—20"' quartz and |—20'' carbon—$675.00 
*|—24"' quartz and |—24'' carbon—$875.00 
*|—36"' quartz and |—36"' carbon—$1,175.00 
*|—42"' quartz and |—42"' carbon—$1 ,475.00 
(All Filters newly lined, with new packing, 
valves and connections) 


Stainless Storage and Mixing Tanks 


All sizes available from 60 to 500 gallon capacity, 
used and reconditioned 


Coolers 


*I—MOJONNIER Carbo-Cooler, 150 GPH (Re- 
conditioned by Mojonnier Bros.) —$!,950.00 
I—FILTRINE Water Cooler, cabinet style, with 

5 H.P. Freon Compressor—$!,575.00 
I—DAY & NIGHT Cooler, cabinet style, with 
7'/p H.P. Freon Compressor—$1,175.00 


All items offered subject to prior sale. 


Partial list only. Hundreds of other items available. 


BUCKNER EQUIPMENT COMPANY 


Liquid Handling Materials and Equipment 
Dept.NB 2524S. Wabash Ave: Chicago 16, Ill. Phone DAnube 6-1344 
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Take steps NOW 





to add new sales appeal 
to your products with... 





PEACOCK BRAND 
CERTIFIED FOOD COLORS 


MANUFACTURED AND DISTRIBUTED 8Y WM. J. STANGE CO,, 


CHICAGO 12, ILLINOIS 


OAKLAND 21, CALIFORNIA 


IN CANADA: STANGE-PEMBERTON LTD., NEW TORONTO, ONT. 


Lyons-Magnus Shows Loss 


Daniel E. Koshland, chairman of 


Lyons-Magnus, Inc., San Francisco, 
Calif., a food processing firm whose 


lines include root beer extracts for 


bottlers, reports that the firm = sus- 
tained a loss of $48,349 last year, 
compared with a profit of $28,200 in 
1951. Stockholders were advised that 
“In 1952, price controls and competi- 
tive markets prevented us from secur- 
ing the prices we should have had to 


show a satisfactory profit.” 


Dad's Adds Five Bottlers 

The Dad’s Root Beer Company, Chi- 
cago, has announced the addition of 
the following five bottlers to the na- 
tional Dad’s family: 

Dad’s Root Beer Bottling Co. .of 
Springfield, Mo.; Dad’s Root Beer 
Botting Co. of Albany, Mo.; Dad’s 
Root Beer Bottling Co. of Flat River, 
Mo.; Dad’s Root Beer Bottling Co. of 
Seminole, Okla.; Dad’s Root Beer Bot- 


tling Co. of Corsicana, Texas. 
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ALABAMA 

Dr. Pepper Bottling Co., Birming- 
ham, has been purchased from Pruitt 
Brothers by Malcolm Howard. James 
Fletcher will manage the plant 
Samuel ‘Sasser, formerly sales man- 
ager of the Andalusia Coca-Cola Bot- 
tling Co., has been advanced to a 
similar post with the Coca-Cola Bot- 
tling Co. of Tuscaloosa. New sales 
manager at the Andalusia Coke plant 
will be Harold Snowden, formerly a 


route supervisor. 


bottler 





briels 


ARIZONA 

Seven-Up Bottling Co., Tucson, has 
installed a Cem 20-spout filler 
Barq’s Bottling Company has opened 
a plant at Yuma. 


CALIFORNIA 

Squirt Bottling Co., Fresno, operated 
by Oliver Bedford, has added a Heil 
washer and an Evans solution heater. 
eee Upper Lake Ice & Soda Works, Up- 
per Lake, long operated by Macy and 
Lillie D. Leak, has been purchased by 





7-UP IN SIAM 
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The new Seven-Up developer in faraway Siam is shown 
above. He is Anont Kamolsuvan, and his plant, when it 
begins operations this spring, will be called the Seven-Up 
Bottling Company (Bangkok) Ltd. The exact location of 
the operation is 861-3 New Road, Bangkok, Thailand. 
Anont, who recently sailed for home, spent considerable 
time in the United States late last year, getting acquainted 
with Seven-Up and with personnel of the parent Seven-Up 
Company. 









F. M. Ledford, Thomas Turner and 8, G 
Mason... Nehi Bottling Co., Stockton, 
has installed a Western water treating 
system, among other plant improve- 
ments ... Seven-Up Bottling Co., San 
Jose, is erecting a new plant at South 
7th St. and Commercial and will occupy 
it in June. New equipment will in- 
clude a Heil washer, an Evans solu- 
tion heater and a Western water 
treating system Pepsi-Cola Bot- 
tling Co. of Stockton has been incor- 












FOR BOTTLE WASHING 


Now is a good time to find out what a 
superior product Solvay ANCHOR ALKALI 
is. Before the rush starts, you can prove 
to yourself that this bottle washing 
cleanser will give you many advantages 
throughout the coming season...there'll 
be no specks, no spots, no dulling film 
on your bottles; special rinsing proper 
ties in ANCHOR ALKALI leave bottles 
shining and sparkling; and because 





porated with a capital of 5,000 shares 
of no stated par value by Agostino 
Orsolini and Charles D. Orsolini 

Barq’s Bottling Co., Brawley, has in- 
stalled a Western water treating sys- 
tem ... Seven-Up Bottling Co., Vi- 
salia, has added a Miller Hydro case 
and carton packer to its plant equip- 
ment .. . Pepsi-Cola Bottling Co., 































Merced, has installed a Keenline bev- 
erage mixer. 


Seven-Up. Bottling Co., Oakland, 


Now is 


the time 


To Run a | 


Test on 





ANCHOR 
ALKALI 


consumption per unit number of bottles 
washed is low, ANCHOR ALKALI is more 
economical! Order Solvay ANCHOR 
ALKALI today. 


SOLVAY PROCESS DIVISION 
P ALLIED CHEMICAL & DYE CORPORATION 
Ae } 61 Broadway, New York 6, N. Y. 


Heme ot | 
t 4 BRANCH SALES OFFICES 
Boston « Charle « Chicago + Cincinnati « Cleveland 
Detroit 4 Houstor 9 New Orleans e New York 


Philadelphia Pittsburgl « St. Louis e Syra 














has added a new Liquid bottle washer. continue to maintain a San Francisco 


...R. & L. Beverage Co., Santa Rosa, office to handle Hires fountain syrup 
and equipment ... The San Francisco 
Brewing Corp., 470 Tenth St., San 


Francisco, will erect a bottling plant 


has installed a Miller Hydro case and 
carton packer .. . Coca-Cola Bottling 
Co., Susanville, operated by H. L. 
McMurphy, has installed a Miller- at Harrison and Juniper Sts. at an 
Kendall beverage mixer and a House estimated cost of $46,000. 
Upanover sugar handler . . . Shasta Angelo Campodonico, Jr., of Belfast 
Water Co., San Francisco, has been Beverages, Inc., San Francisco, has 
made distributor for Hires Root Beer been elected president of the Regal 
in the San Francisco-Oakland terri- Amber Brewing Co. He was formerly 


tory. The Charles E. Hires Co. will sales manager... Coca-Cola Bottling 


RED DIAMOND 


...- let them help build 
your profits! 


A full line, plus 
special formulas for 


your every flavoring need 


Send today for valuable free booklet listing 
helpful facts, formulas, tables, etc., plus 
full. descriptive list and prices on 


Red Diamond flavors. Samples on request 


arid LIQUID CARBONIC CORPORATION 


3100 South Kedzie Avenue . Ch 1g ! 3 (23 
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Co., of San Rafael, is erecting a bot- 
tling plant at Santa Rosa, where a 
distributing branch has been main- 
tained for years, with operations to 
get underway about June. The plant 
will be managed by Glen Raschi, a 
son-in-law of owner Edmond Meyer. 
Equipment will include a Heil bottle 
washer, Evans solution heater, West- 
ern water treating system and a Mil- 
ler-Kendall mixer. Canada Dry bever- 
ages will be bottled in addition to 
Coca-Cola. 


COLORADO 


Bob Barnholtz, former Divisional 
Manager in the Mountain States area 
for the parent Dad’s Root Beer Co., 
has bought an interest in the Dad’s 
Reot Beer Bottling Company of Den- 
ver and is now a partner and vice- 
president of the Denver firm 
Seven-Up Bottling Company, Colorado 
Springs, has installed a Thompson 


syrup pump... Twenty driver-sales- 
men of the Pepsi-Cola Bottling Co. 
of Denver who posted perfect safety 
records during the last year were re- 
cently awarded equal shares of $2,- 
000 by the company. James A. Good- 
ing, Jr., company president, presented 
$100 checks to each of the routemen 
who had not had an accident since 
April, 1952. 


FLORIDA 

New plant of the Seven-Up Bot- 
tling Company of Fort Myers was re- 
cently opened. Owned by H. M. Ed- 
wards, it is constructed of concrete 
blocks, with a_ steel-supported roof. 
The exterior is finished in gray, 
water-proofed stucco. The general 
lines of the building are tropical. The 
plant is now in operation .. . Cornell 
Wing, Sales Manager of the Goody 
Company, Minneapolis, reports that 
the Padgett Bottling Co., Jacksonville, 





TWO NEW SEVEN-UP PLANTS... 





Two new Seven-Up plants recently went into operation. Above is the attractive 
new home of the Seven-Up Bottling Co. of Fort Myers, Fla. Measuring 72 x 68 
feet, it is constructed of concrete blocks and steel beams, with stucco on the 
exterior. Below is a front view of the new plant of the Seven-Up Bottling Co. 
of Minneapolis, Minn. Note huge plate glass windows which allow passers-by 
an intimate view of the bottling operation. Equipment in this plant includes a 
60-spout pre-mix, the first installation of its type in a seven-ounce plant in this 


country. 
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SIGNING UP... 


George B. Cicovich signs a Bireley’s 
franchise for the Tacoma, Washington. 
territory. Also shown in picture are 
Dale Roberts, Bireley’s Assistant Tech- 
nical Service Manager, and Clarence 
Way. Western District Manager for the 
parent company. Tacoma is one of the 
many new Bireley’s bottlers to adapt 
its carbonated equipment to the pro- 
duction of Bireley’s non-carbonated 
drinks. 
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E 4 de unth y 
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Rudolph Mattson, head of Northern 
Shore Bottling Co., Saulte Ste. Marie, 
Mich., puts his name to a Hires Root 
Beer franchise as S. N. Davidson, Hires 
district representative, looks on smil- 


Mason's Root Beer gets set for distribu- 
tion in Portland, Ore., as Paul and 
Robert Prasil (seated left to right) of 
Consolidated Bottling Co., signature a 
franchise agreement. Lester P. Jones, 
standing, regional manager for the 
parent company, watches approvingly. 


has added a Goody franchise and has 
already started marketing Goody 
toot Beer and Orange Drink. R. B. 
Padgett is manager of the company. 

Seven-Up_ Bottling Company, 
Jacksonville, recently completed re- 
modeling all their bottling equipment, 
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HOW TO SELL MORE DRINKS! 


People . . . your customers ... go places 
these days! Cars on the highways have hit 
an all-time high! Hunting and fishing 
license sales have broken all records! Out- 
door living... bar-b-q’s... picnics... are at 
the peak of popularity! These trends have 
created a vast, new market for soft drinks! 

This year millions of people will vacation 

.camp... live... in remote, inaccessible 
spots where they'll want your ice cold 
drinks. And, as you know, if your drinks 
are ice cold, they'll consume far more of 
them! 


Provide this vast market with the means 


oe oe ee ee C 


of keeping your drinks ice cold and you'll 
sell more drinks, Offer them the proved . . . 
and improved . . . Progress Portable 
Coolers! 

Available in two sizes and several colors, 
you can carry your trade-mark or sales mes- 
sage ... embossed, imprinted or in decal . 
on the Progress cooler, And, you sell it at a 
profit to your customers and prospects. 

Prepare now to get your full share of this 
“going places” market during the coming 
season! For details, write Progress Refriger- 
ator Company (established 1906), Louits- 
ville 1, Ky. 
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There's Profit in Progress! 


and has installed a new Miller Hydro 
automatic case and carton packer. 


GEORGIA 

A caustic mixing tank recently was 
installed by the Seven-Up Bottling 
Company, Columbus. 


IDAHO 

Mrs. John Nagel, Sr., has been 
granted a Squirt franchise for the 
Boise territory. 
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ILLINOIS 


Coca-Cola Bottling Company, Cairo, 
recently purchased additional property 
for parking, loading and unloading 
Ralph M. Parilla, vice 
president in charge of finance for the 
Chicago Seven-Up Bottling Co., has 
been named to the firm’s Board of 
Royal Crown Bottling 


purposes... 


Directors ... 
Company, Danville, recently installed 
a Potter & Rayfield water treating 
unit .. . Seven-Up Bottling Co., Car- 


Fouler 


Appliances 
QUICKLY PAY FOR THEMSELVES 


Simple construction, practical design 
add up to economical, long-wearing 
appliances that pay for themselves 
in lower operating costs. Ideal for 
any plant. 


48 CASE REBANDING MACHINE 


Metal straps easily renewed by 
stretching tightly around each end of 
case. Both hands of operator remain 
free. Nothing to get out of order. 
Lasts a lifetime. 


@ CASE PRINTING MACHINE 


One operator can handle 2,000 to 
4,000 cases per day. Takes full or 
half-depth cases or both. Rugged. 


Hand or motor operation. 


CASE PAINTING MACHINE 


Cases move on conveyor to auto- 
matic spray gun. Uniform coat 
assured on all sides. Automatic 
start and cutoff saves paint. 
Quickly pays for itself. 


) ( 
) Other Fowler Products ( 


| @ Empty Gas Drum Signal 

!@ Cooler Paint Remover ( 
@ Crown Hopper Control 
@ Syrup Pump 
@ Bung Puller 





Bottlers 
Appliance 


Co., Inc. 


675 Pulaski St. 
Athens, Ga. 











RALPH M. PARILLA 





bondale, has added a Miller Hydro 
case unpacker .. . Seven-Up Bottling 
Company, Joliet, has completed in- 
Nuesol 


stallation of proportioner 


feeders. 


INDIANA 

Pepsi-Cola Bottling Co., Brookville, 
has added a Model G Burns Master 
Filler to plant equipment . Coca- 
Cola Bottling Company, Fort Wayne, 
recently completed installation of two 
Miller Hydro automatic case and car- 
Seven-Up Bottling 
Company, South Bend, has added an 


ton packers 


Alsop syrup filter. 


IOWA 

Seven-Up Bottling Company, Fort 
Dodge, has completed a liquid sugar 
installation. The two storage tanks 
each hold 3,300 gallons of 
sugar. Inside each tank there are 


liquid 


three ultraviolet purifying lamps. 


Firm also remodelled its syrup room 





and put in a new acid-resistant tile 
floor ... A Western water treating 
equipment system has been installed 
by Seven-Up Bottling Co., Atlantic. 
KENTUCKY 

Seven-Up Bottling Company, Louis- 
ville, has added the following equip- 
ment: a Liquid. Hydro Washer, a 60- 
spout Liquid low pressure filler, a 24- 
head Liquid spinner mixer, two RCA 
electric eye inspectors, and a Knapp 
automatic packer. 
MASSACHUSETTS 

Pequot Bottling Company, Attle- 
boro, recently installed a Miller Hydro 
case packer. Plant is operated by 
Joseph Nerney. 


MISSOURI 


Seven-Up Bottling Company, of 
Springfield, recently entertained 
Springfield area doctors in its plant. 
The plant was opened one evening so 
the doctors could witness the bottling 
process. In addition all who attended 
Seven-Up Bottling 
Company, Joplin, has added a 200- 


were sampled .. . 


gallon stainless steel syrup mixing 
tank. 


MONTANA 


Coca-Cola Bottling Company, Bill- 
ings, is erecting a new 35 by 50 foot 
plant addition. New addition will pro- 
vide space for company offices, show 





DAD'S PLANT EXPANDS ... 


Dad's Root Beer Bottling Co., 
Portland, Ore., recently added 
three new supervisors and an 
advertising specialist to 
handle increased business. 
Shown (Il. to r.) are new super- 
visors Edwin Hummel, Harold 
Holub, Leonard Goold, and ad 
man Wendell Tobey. Firm, 
headed by E. G. Millet, also 
recently installed new produc- 
tion equipment and added six 
trucks to its delivery fleet. 
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and display rooms, advertising de- 
partment and additional locker and 
lavatory facilities. Construction is ex- 
pected to be completed by July 1, ac- 
cording to Don Magowan, plant man- 
ager. 


NEW YORK 

Pepsi-Cola Bottling Co., Inc., New- 
burgh, and Pepsi-Cola Bottling Co., 
Buffalo, have recently installed Miller 
Hydro automatic case and carton 





ELECTED V-P 


Robert Berliner recently was made a 
vice-president of Watchung Spring 
Water Co., Inc., Plainfield, New Jersey. 





packers . . . An RCA case unloader 
has been added by Seven-Up Bottling 
Co., Syracuse ... Two 400-gallon 
stainless steel syrup tanks, complete 
with lids and agitators, have been 
placed into operation by Seven-Up 
Bottling Co., New Haven... Plant of 
Freeman’s Beverages, Inc., Utica, was 
severely damaged by fire early last 
month. 


OHIO 
George Helsigan has been promoted 
to manager of the Cincinnati branch 
of the James Vernor Company. Mr. 
Helsigan will have the added duties 
of supervising Vernor’s Columbus, 
Dayton, Tampa and Miami branches. 
. Edward H. Gaughan has_ been 
named route supervisor of Vernor’s 
Cleveland branch ... Bargq’s Bottling 
Company, Inc., Marion, recently in- 
stalled a Model G Burns master filler. 
A corporation charter has been 
issued to the Pepsi-Cola Bottling Co. 
of Ripley, with headquarters in Cin- 
cinnati. Company was_ incorporated 
for $25,000 with 250 shares of com- 
mon stock at a par value of $100 per 


share. Incorporators are George E 
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Fee, Henry H. Hersh, and James B. 
O’Donnell. 


NEBRASKA 


Nesbitt-Goody Bottling Co., Lin- 
voln, recently started production and 
distribution of Goody Root Beer. 
Frank Weber is manager of the firm. 


NEVADA 

Seven-Up Bottling Co. is putting 
the finishing touches on a new plant 
at Las Vegas, with equipment includ- 
ing a Meyer-Dumore pre-mix filler, 
a Meyer-Dumore washer, Western 
water treating system, Evans _ solu- 
tion heater, Miller Hydro case and 
carton packer, House glass tanks and 
House syrup filters. 


OREGON 

An Evans heater has been installed 
by Seven-Up Bottling Company, Ore- 
gon City ...Nehi Beverage Co., for- 
merly of Ashland, has moved to a 
new location in Medford. Bill Keenan 
is manager. 





PROMOTED BY HOFFMAN 


Michael McCabe, who joined Hoffman 
Beverage Co., Newark, N. J., five months 
ago as Director of Marketing, has also 
been appointed General Sales Manager 
of the firm, it was announced by Wil- 
liam oO. Dillingham, Executive Vice 
President. Mr. McCabe will direct, co- 
ordinate, and supervise sales, advertis- 
ing and merchandising. 





PENNSYLVANIA 

Tony Bagnato recently was named 
president of the Nehi Bottling Com- 
pany of Johnstown, Inc., succeeding 
Andrew J. Gleason. Other officers are 
John R. Torquato, vice president; 
Charles Lisowitz, treasurer; and Har- 
ry R. Blanset, secretary and control 
ler . . . Winton Club Beverages has 
completed installation of a Model G 


3urns master filler... Seven-Up Bot 


it’s a FLAVOREX fact: 


The real thing 
Sells hest! 





REAL fruit flavors for your brand— 


GAIN public demand and 
repeat profits. Give folks 
the real thing in your Black 
Cherry and Black Rasp- 
berry beverages. Made 
with FLAVOREX real 
fruit flavors, your drinks 
are better—much better. 


Way its made—makes it better 


Only the plump, finer 
fruits enter FLAVOREX 
“quality controlled”’ plant. 


Scientifically processed, 
FLAVOREX fruit flavors 
have all the coveted sweet 
freshness of the harvested 
fruit. Its the real thing for 
your trade. 

Taste-test it yourself. 
Write for generous samples 
of syrup—ready to bottle 
... or place trial order for 
Black Cherry and Black 
Raspberry. Stock crowns 
available. Prompt delivery. 


For the real thing in Loganberry, Blackberry, 
Strawberry and Fruit Punch, get it from— 


MAKERS OF FINE FRUIT JUICE FLAVORS 


302 S CENTRAL AVE 


BALTIMORE 2. MAD. 





tling Company, Pottsville, has in- 
stalled a Mojonnier Carbo Cooler; 30” 
Infileo sand and carbon (filters 
Seven-Up Bottling Company, Wil- 
liamsport, has placed a Mojonnier sy- 
rup cooler into operation. 


SOUTH CAROLINA 

Pepsi-Cola Bottling Company, 
Charleston, has enlarged its ware- 
house storage facilities by 8,700 
square feet. New two-story brick, 
concrete and steel building has four 
loading docks and an electric con- 
veyor system. 
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TEXAS 

A new plant, replacing one burned 
last year, has been put into operation 
by Seven-Up Bottling Co. of Dallas. 
Owner Clarence Kloppe also operates 
a Seven-Up plant in Fort Worth. The 
Fort Worth operation recently in- 
stalled a Jacob House syrup filler. 


UTAH 

A Keenline beverage mixer has 
been placed in service by the Utah 
Bottling Company of Ogden. 


VERMONT 
C. H. Eddy and Co., Brattleboro, 


Bottles! 


GLENSHAW GLASS CO., Inc. 
* Glenshaw, Pa. 


recently increased its wholesale price 
on Pepsi-Cola 12-ounce from 96c to 
$1.20. 


WASHINGTON 

Pepsi-Cola Bottling Co., Yakima, 
has added a Western water treating 
system... Bremerton Bottling Works, 
Bremerton, is building an addition to 
the plant at a cost of about $11,000 
and will devote most of the space to 
storage and shipping facilities 
Nehi Bottling Co., Spokane, has in- 
stalled a Western water treating sys- 
tem as part of improvements for the 
Seven-Up Bottling 
Company, Vancouver, has installed a 


new season 


Diversey automatic solution caustic 
feeder. 


WEST VIRGINIA 

Royal Crown Bottling Company, 
Wheeling, and Nehi Bottling Com- 
pany, Charleston, both have installed 
Potter & Rayfield water treating units. 
... Pepsi-Cola Bottling Co. of Peters- 
burg, of which O. R. “Dick’’ Oates, Sr., 
is manager, has recently installed the 
following bottling equipment: a Meyer 
Dumore 2 compartment, 8 wide quart 
washer, a Cem 20 filler, Cem Satura- 
tor, Automatic Softner water treating 
equipment, Elenite water sterilizer, 
enlarged water cooling capacity with 
larger condensing unit and enlarged 
capacity of syrup cooler. A_ special 
Ford—Herman cab and bottlers’ deliv- 
ery truck, has been added to the 
delivery fleet. 


WISCONSIN 

Pepsi-Cola Bottling Co. of Mil- 
waukee, will shortly start construction 
on a new $500,000 plant on 29th St. 
and Capitol Drive, according to Em- 
mett R. O’Connell, president of the 
Metropolitan Bottling Co., Inc. The 
single-story plant will contain 42,000 
sq. ft. of floor space—more than double 
the size of the present plant. Plant 
manager Edmond R. Campbell re- 
ported it will be equipped to produce 
500,000 cases of Pepsi-Cola a year; 
he added that an entirely new produc- 
tion line would be installed. More than 
100 persons will be employed. 
Seven-Up Bottling Co., Marshfield, has 
added a Fulflow water polisher to its 
equipment. 





85% Hospitals Use Soft 
Drinks, Survey Shows 

A recent survey conducted by the 
Bottlers of 
Beverages among 6,611 
shows that 85.1°; of 1,019 respond- 
ing hospitals use soft drinks. To the 


American Carbonated 


hospitals 


specific questions listed in the ques- 
tionnaire about the various uses of 
these liquids in Hospital practice, 
these were the answers: 

271 use carbonated beverages to al- 
leviate post-operative and preg- 
NANCY TAUGER: 6 i506 sa ned. 83.5% 

244 use carbonated beverages when 

no other food can be tolerated 

75.4% 

188 use carbonated beverages to in- 
sure adequate liquid intake 


185 use carbonated beverages as 
forced liquids ...........57.3% 
160 use carbonated beverages as a 
between-meal beverage ...49.5% 
126 use carbonated beverages to aid 
GigestioNn .. cs. i svc cssss OOH 
56 use carbonated beverages to fa- 
cilitate administration of milk in 
TODPIIG GASES. ..4.5...6552%8% 17.3% 
21 use carbonated beverages to com- 


bat food poisoning ....... 6.5, 


Glass Container Distributors 
Elect New Officers 


Members of the National Associa- 
tion of Glass Container Distributors 
elected a new slate of officers at their 
recent annual meeting in Philadel- 
phia. They are: 

Meyer Kranzberg, Northwestern 
Bottle Co., St. Louis, Mo., President; 
Wilbur Rabinowitz, J. Rabinowitz & 
Sons, Brooklyn, N. Y., Vice-President ; 
Victor Wasserman, Twin City Bottle 
Co., Minneapolis, Minn., Secretary ; 
Ben Jacob, M. Jacob & Sons, Detroit, 
Mich., Treasurer, and Milton Jessel- 
son, Jesselson Sales Co., New York, 
Sargeant-at-arms. 

Directors are: Harold Kripke, 
Lucas County Bottle Co., Toledo, 
Ohio; Albert Zuckerman, Zuckerman- 
Honickman, Inc., Philadelphia, Pa.; 
Son Bendow, United Bottle Co., Long 
Island City, N. Y.; Sam R. Robinson, 
United Bottle Co., Long Island City, 
M. Jacob & Sons, Detroit, Mich., and 
David S. Rabinowitz, ex-officio, J. Ra- 
binowitz & Sons, Brooklyn, N. Y. 
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"Gives Us Cleanest 


Bottles we have 
ever seen 





says another 
satisfied bottler 


Oakite Bottle-Soak is no ordinary bottle-washing 
material. It’s patented. It not only turns out spar- 
kling, film-free bottles. Its germicidal properties 
prevent and destroy contaminating organisms in 
your solution tank. Bottle-Soak does first rate job 
washing carbonated soft-drink, chocolate drink, 
fruit juice, beer, mineral water bottles. Cuts reject 


rate to as little as 14 of 1 percent. 


Saves money, too! 


Small initial charge, low upkeep, long solution life 
of Oakite Bottle-Soak result in actual savings like 


these: 40% off former cleaning costs; one-and-a-half 


Copgeny 


BEVERAGE Quality 


million bottles washed at rate of 
4 cents athousand; washing costs 


cut $456.21 per year. 


FREE Booklet 4176 tells all about 
Oakite Bottle-Soak—all about money- 
saving Oakite methods of lubricating 
conveyors, descaling washers, con- 
trolling mold, steam-cleaning, etc. 
Write for your copy today. Oakite 
Products, Inc., 20C Rector St., New 
York 6,N. Y. 





_qnuize? INDUSTRIAL Clean 


OAKITE 


ct 
Te av! 
Plats. METHODS * oF 


Technical Service Representatives in Principal Cities of U.S. & Canada 
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Non-Sugar Products, 
Prices, Discussed 
at Maryland Meeting 


JO vance discussion on the merits and disad- 
vantages of dietetic which cannot be 


produced in the state at present because of regula- 


beverages 


tions prohibiting the use of artificial sweeteners 

highlighted the annual convention of the Maryland 
April 11 in Bal- 
Another feature was a panel discussion on 


Bottlers of Carbonated Beverages, 
timore. 
prices and deposits. 

The panel members were Joseph F. Nerney, At- 
tleboro, Massachusetts; M. J. Becker, Editor, 
NATIONAL BOTTLERS’ GAZETTE; Dan Burns, Editor, 
Bottling Industry; Ben Ginsberg, Editor, Ameri- 
can Bottler; 7-Up Bottling Company, 
Catonsville, and George R. Baltimore 
Coca-Cola Bottling Co. 

C. S. Brinsfield, Chief of the 
Health Department, presented the 
toward the use 


Roger Davis, 
Griggs, Jr., 


Maryland State 
State’s attitude. 
of sweeteners other than sugar in 
beverages. Mr. Brinsfield pointed out that present 


regulations forbid the manufacture of such prod- 


ucts, and furthermore, no change in the regulations 


made before in the interim, 


indicated that the 
bottlers of 


could be two years; 


however, he department would 


willingly cooperate with this state to 
investigate the advisability of changing regulations. 
C. H. Hoffrogge, S 


Sugar 


ales Manager of the American 
discussed other aspects 


He declared that 
there is no proof that sugar is responsible for dental 


Refining Company, 
of the use of sugar in soft drinks. 


caries, and secondly, it has long been proved that 


sugar, as normally used in foods and beverages, 





DISCUSSED KEY TRADE ISSUES... 


Prices, deposits and other hot trade topics were dis- 


cussed by this panel group. Seated (lI. to r.): Joe 
LaPides, Pepsi, Baltimore, moderator: Joe Nerney, 
ABCB board; Ben Ginsberg. American Bottler. Stand- 
ing: Dan Burns, Bottling Industry: Roger Davis, 7-Up. 
Catonsville: M. J. Becker, NATIONAL BOTTLERS’ 
GAZETTE. G. R. Griggs, Jr., Coke, Baltimore, another 


panel member. was absent when picture was taken. 





Use Berghausen’s 


CARAMEL COLORING 
It’s Safe 


CARAMELS FOR ALL PURPOSES 


Colas - Root Beer + Other Beverages 





™°E BERGHAUSEN CHEMICAL «.. 


4538 W. MITCHELL AVE. 
I 












How to Reduce Foaming | 


Most foaming is caused by temperature differences be- 
tween carbonated water and syrup in the filler. The best 
solution to this problem is the Mojonnier Syrup Cooler, 
which cools syrup down close to water temperatures. 

} 


Mojonnier Junior Syrup Cooler 


The Mojonnier Junior Syrup Cooler is rated at 16 and 
48 gals. per hour; Senior models rated at 115 and 265 
gals. per hour. Meet all requirements of the industry. 
Fit in any type plant. Write for descriptive literature to: 











MOJONNIER BROS. CO., 4601 W. Ohio St., Chicago 44, Ii. 








"| SWITCHED TO S@ezez7-" 


Says — Elmer Meister, St. Louis, Missouri 


Because..."I'm a grocer, and 
in trying my stock of soft 
drinks, I found I liked Squirt 
better than anything in the 
cooler...” 


CHECK SQUIRT SALES... AND YOU 
WILL SWITCH TO SQUIRT TOO 


Write for 
Franchise 
Information 


THE SQUIRT 
COMPANY 


202 South Menten | Drive, Beverly Hills, California 


RT ¢ MPAN 


HE SO 











“GOIN 
GREAT 
GUNS! 


In the old days, that was a 
phrase that everyone used when 
he wanted to express enthusiasm 
about any unusual growth. Re- 
member it? Well, sir . . . Frostie 
is goin’ great guns. Seems that \ 


more and more alert, progres- 








sive bottlers are suddenly realiz- 
ing that a Frostie franchise is a 
mighty valuable property.We've 
never been so busy . . . good 
territories are being snapped up 
right and left. 


Are you sure that no bottler 


in your territory is quietly f >) y 
- 4 Sf 


arranging a Frostie tie-up? 





6424 Baltimeoze Nat. Pike, Baltimore 28, Md. 
68 





is less fattening than many other natural foods. 
For instance, he pointed out that there are as many 
calories in three teaspoons of sugar as there are in 
one medium-size apple. He displayed samples of 
streamers and other material prepared in an adver- 
tising campaign by the American Sugar Refining 
Company in its obvious effort to retain for sugar 
its highly regarded position as a quick energy, 
healthful food product. 


F. A. Korff, Director of the Baltimore City Health 
Department, asked for the bottlers’ cooperation in 
fighting rodent and insect infestation. Both are 
controllable if the nature of the “enemy” is recog- 
nized and the proper methods for fighting them 


are used, he said. 


New Officers, Directors Chosen 


H. R. Phillips, Phillips Bros. Corp., Baltimore, 
was elected president of the Maryland Association 
for the coming year. Other officers are: 

First Vice-President, George R. Griggs, Jr., Coca- 
Cola Bottling Co., Baltimore; Second Vice-Presi- 
dent, Joseph N. Sewell, Davis Bottling Co., Balti- 
more; Third Vice-President, M. H. Zimmerman, 
Catonsville Bottling Co., Baltimore; Treasurer, Ar- 
mand Kemper, The Gosman Co., Baltimore, and 
Secretary, E. W. Piper, Baltimore. 


Directors: W. Louis Bartels, Popular Club Bev- 
erage Co., Baltimore; John W. Basil, Coca-Cola 
Bottling Co., Annapolis; Roger W. Davis, 7-Up 
Bottling Co., Catonsville; Albert Fine, High Rock 
Ginger Ale Co., Baltimore; Joseph Lapides, Pepsi- 
Cola Bottling Co., Baltimore; John J. Register, 
Clifton Club Bottling Co., Raspeburg. 


Also, J. J. Reinhard, Pepsi-Cola Bottling Co., 
Cumberland; J. E. Coons, 7-Up Bottling Co., Hag- 
erstown; W. E. Morgan, Pepsi-Cola Bottling Co., 
Salisbury; J. C. Sale, Coca-Cola Bottling Works, 
Havre De Grace; W. S. Stokes, Coca-Cola Bottling 
Co., Silver Springs; W. C. Franklin, Royal Crown 
Bottling Co., Baltimore; S. E. Lamberton, Royal 
Crown Bottling Co., Salisbury. 


A bottler and supplyman luncheon featured a 
humorous talk by Warren Foster of the Coca-Cola 


Company. 


W. E. Shields 

Warren Emerson Shields, owner and operator of 
the Springfield Pepsi-Cola Bottling Co., Springfield, 
Ohio, died February 23. He was 50. 


1. B. Chapman, Jr. 

I. B. Chapman, Jr., 43, who owned interests in 
Dr. Pepper plants in Bradenton and Sarasota, Flor- 
ida, died last month. 





NEW YORK vs. LONDCN 
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Mayor Vincent R. Impellitteri of New York City raises the 
hands of members of the boxing team of the Boys’ Club 
of New York in a meeting at City Hall. His Honor is wish- 
ing the boys luck in their boxing match in London against 
a team from the London Federation of Boys’ Clubs. The 
Boys’ Club team flew to England and back in a plane 
chartered by Pepsi-Cola Company. Left to right: Vincent 
Ferguson, Andrew Figueroa, Mayor Impellitteri: Joe San- 
tarpia. 











For a Better 
Buy 





Specify 


ONLY WOOD CAN TAKE IT... the abuse your cases 
must withstand in normal usage, that is. WOOD assures 
your cases of permanent rigidity, eliminates jamming 
of casing equipment, provides positive, permanent 
identification. Hundreds of bottlers know Gaco Tufbilt 
Cases are the class of the WOODEN CASES. This is 


because they..... 


Standard 
replacement parts. 


DA lg 


Fo e* GIDEON - ANDERSON 


CIDEON MISSOURI 
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Gaco Tufbilt 


Beverage Cases 


LOOK BETTER 
LAST LONGER 
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Theaters Soft Drink Biz 
Going Way Up, Survey Shows 


8x soft drink brands were named as “Theatre 
Sales Champions” in movie houses in a recent annual 
survey conducted by the “Better Theatres” section 
of Motion Picture Herald, an exhibitor trade jour- 
nal. Best-sellers to make this listing were Canada 
Dry orange, grape, and lemon-lime; Coca-Cola; 
Dad’s Root Beer; Hires Root Beer; Mission orange ; 
and Orange-Crush. 

Beverage representation in cinemas showed a 
substantial gain, with 78% of the responding indoor 
theatres now selling soft drinks, as against 64° 
in 1952; while practically all drive-ins now feature 
thirst-quenchers. Some of this gain might be 
attributed to the fact that popcorn (a great thirst- 
inducer) took a sharp jump to being served by 98% 
of all indoor houses from 89° last year, and obtained 
100°; distribution in the open-air sites. 

While candy held its own as a snack item in the 
picture palaces (handled by 93°7,), sweets coverage 
at drive-ins declined sharply from 90°; to 71%. 
These out-of-doors locales give movie patrons a 
hearty appetite and find more food products, such 
as hot dogs, french fries, etc., being featured—with 


soft drinks a natural “‘combination”’ seller. 


Dont get left ..... 
Get LEMON-LIME 


for extra profits this summer 


Famous MarBert quality, priced right. ONE 
DOLLAR brings you a full gallon of bottling 
syrup*. Make your own taste-test. Mail the 
coupon today! 


MarBerr 


*Available for trial only to bottlers in U.S. and Canada 


Regularly sold as a concentrate. 


MARBERT PRODUCTS, INC 
19 E. Lombard St., Baltimore 2, Md. 


Enclosed is $1. Send gallon of Lemon Lime syrup to 


Name 


Address 
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MOVIE SALESMAKER 


Branded thirst-quenchers, such as Coca-Cola and 
Canada dry lemon-lime and orange, are featured in 
this ColeSpa (Chicago) cup vendor in the Paramount 
Theatre, Kansas City, Mo. Drinks with consumer ac- 
ceptance build repeat movie-goer patronage for ma- 
chine geared to dime operation. 





In the vending field, this poll noted that 36% of 


indoor theatres now use coin-operated machines 
along with manual facilities to dispense soft drinks. 
(To provide beverages for an upstairs audience, 
vendors are often positioned in mezzanine and 
balcony areas.) At drive-ins, about 800 of all 
beverage sales are made manually (from fountain- 
ettes, coolers, carts, etc.), but this survey turned 
up the first indication of a trend towards the use 
of automatic merchandising in the outdoor movie 
locales. To lighten the load on attended counters 
(which do the bulk of their business during inter 
mission periods), vending equipment is being util 
ized. According to the poll, cup machines are to be 
found in 10°7 of the responding drive-in theatres, 
while bottle coin coolers are installed in 15° 

Refreshment service is an important profit. factor 
at the open-air movies, and about 53% use a general 
counter set-up, which includes a fountainette or a 
cooler. Variations include the “station” type opera 
tion, used by 20°7; and the self-service cafeteria 
featured in 27°77. According to the poll, about 1 out 
of every 10 sites uses car-to-car cart service to 
provide snacks while the film is being shown. Where 
vendors are employed, they supplement over-the 
counter outlets, providing quick drink service and 
freeing countermen to sell other products 

Of interest to parent companies is the request, 
voiced by several exhibitors, for more “trailer” 
films to exploit the fact that refreshments are avail 
able in the theatre. 








There are many reasons why 
Waukesha makes P.D.* Sanitary Pumps 
exclusively 
whether your product is liquid, semi-liquid, 


and they all work to your benefits, 


creamy or chunky. 


With Positive Displacement pumping, for instance, 

you eliminate the turbulence, churning, agitation and 
aeration so damaging to most products. For the Waukesha 
needs no “Buzz-Saw” speed to overcome high pressures 

or achieve volume production. Through its gentle, slow 
speed action, large open chambers, positive twin blade 
impeller delivery, your product comes out as perfect as 

it goes into the Waukesha, without damage or waste. 


positive = 
safe i, 6-9. pit GO) LL, 

product r e))T Ty r 

flow... 1 9 ew « 





Waukesha Balanced Twin Blade Impellers, operating at slow 
speeds, form four large Chambers in the pump head which gently 
draw and discharge four complete product-loads with each revolu 


tion. Positive delivery without agitauion, churning or aeration 


For production SAVINRS product protection clean up savings 
longer service Ife move your product with WAUKESHA 
POSITIVE DISPLACEMENT SANITARY PUMPS exclusive!) 
Capacities from 20 pounds to 60,000 pounds, in V-Belt or Variable 
Speed drives. And if your operations require output line protection 


Waukeshas are available in Vented Cover designs also 


Write for details on the advantages of Waukesha 


Pumps in your plant. 


WAUKESHA FOUNDRY CO. 


WAUKESHA, WISCONSIN 


100% 
SANITARY 


PUMPS 


Dependable Product of a Responsible Manufacturer 







Twenty Speakers Fill 
C.B.C.B. National Convention 


Fox its 12th annual convention, 
Mar. 30-31, Canada’s national asso- 
ciation, the Canadian Bottlers of Car- 
bonated Beverages, scheduled twenty 
speakers into four’ business-packed 
convention sessions. Presided over by 
President Ralph Streb, who was re- 
elected, the meeting attracted bottlers 
from all the Provinces. 


By reselution, adopted at the clos- 
ing session, the convention urged the 
Zoards of Directors at both the Fed- 
eral and Provincial levels to give 
thought to the necessity of doing 
everything possible to raise the stand- 
ards and the degree of acceptance of 
the industry and its products. The 


legislative committee was instructed 
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ZPsR Unscrambling Table 


You can save time, money and bottles with the new P & R Unscrambling 
Table. This ruggedly constructed, simply operated feeding table reduces 
the time required by the loading operator — actually eliminates the need 
for one or more men if more than one is now engaged in the loading 
operation. Also cuts bottle breakage to the vanishing point. Attaches 
directly to soaker loader. Foolproof — nothing to get out of order. Pays 
for itself in savings alone in 10 to 15 months. 


@ Handles all bottles up to 32 ounces 
@ Reasonably priced 


Write 
For Prices 
Today! 





@ Built to P & R's regular high standards 
@ Sure to satisfy 


P. O. Box 1042 
Atlanta, Georgia 
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TOP BRASS 





Officers and Directors of the C.B.C.B. Front row—H. W. Wooley: Ralph Streb: C. W. 
Boorman. Back row—L. Taylor; D. C. Kay, Jr.; P. Brunelle: G. Christmas; Paul Sandlien; 
Mel Sandomirsky; L. Prentiss; A. L. Gray; H. A. Miller; J. A. Whitmore. 





C.B.C.B. concluded its twelfth annual convention with a big banquet, attended by 


more than 400 people. 





to continue its work to have the re- 
maining excise tax of 15° on soft 
drinks rescinded at the earliest pos- 
sible date. 

Although the requests of the asso- 
ciation with regard to the tax removal 
were not granted, the brief filed by the 
and will undoubtedly have a good ef- 
C. B. C. 


fect when Canada’s budgetery needs 


B. was carefully considered 


are again considered. 

Officers and Directors elected for 
the coming year are as follows: Pres- 
ident, Ralph Streb, St. John Beverages 


Ltd., St. John, N. B.; Vice-President, 
C. W. Boorman, Boorman’s Beverages, 
Treasurer, 
H. E. Woolley, Seven-Up (Ontario) 
Ltd., Toronto, Ontario; Managing Di- 


Peterborough, Ontario; 


rector, Joseph A. Whitmore, Toronto, 
Ontario. 

Directors: Alberta—-A. Pearlman; 
British Columbia—A. L. Gray; Mani- 
toba M. D. Spivak; Maritimes 
Ralph Streb; G. Christmas; 
Mancini; Ontario—-C. W. Boorman; 
D. C. Kay, Jr.; R. W. Keast; Lorne 
Quebec Paul Brunelle; 


Vincent 


Prentiss; 
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Re-elected to head Canada’s national as- 
sociation as president was Ralph Streb, of 
St. John, N. B. and Secretary, Jos. W. Whit- 
more, Toronto. 





Andre Fortier; F. W. McIntosh; Paul 
Mel Sando- 
mirsky; Director at Large, Western 


Sandlien; Saskatchewan 
Provinces—Lindsay Taylor. 

Canada’s national association is 
seriously considering a change in the 
name of the organization to bring it 
into focus with the current standing 
of the industry and with its general 
acceptance as an important and re- 
sponsible trade association. Suggested 
new names include: “Soft Drink Asso- 
ciation of Canada”, “Soft Drink Man- 
ufacturers of Canada’, and “Soft 
Drink Bottlers of Canada’’. 

Speakers who appeared on their 
programs and the titles of their talks 
were as follows: 

“Our Industry” Ralph Streb, 
St. John, N. B., President; “The 
Affairs” 


Association’s Financial 


H. E. Woolley, Toronto, Ont., 
Treasurer; “The Operation of the 
Industry’s Association” — Joseph A. 
Whitmore, Toronto, Ont., Managing 
Director; “Your Insurance Program” 

H. E. Woolley, Toronto, Ont., Chair- 
man, Insurance Trustees; “The Bot- 
tling Industry in the Maritime Prov- 
inces” Vincent Mancini, Sydney, 
N.S., President, Maritimes Bottlers of 
Carbonated Beverages; “The Bottling 
Industry in British Columbia’”—D. L. 
Gray, Vancouver, B. C., President, 
B. C. Bottlers of Carbonated Bever- 
ages. 

“The Bottling Industry in Alberta” 

A. Pearlman, Calgary, Alta., Presi- 
dent, Alberta Bottlers of Carbonated 
Beverages; “The Bottling Industry in 
Quebec”’—Paul Brunelle, Victoriaville, 
P. Q., President, Quebec Bottlers of 
Carbonated Beverages; “The Bottling 
Saskatchewan” Mel 
Sandomirsky, Regina, Sask., Presi 
dent, Saskatchewan Bottlers of Car 
“Operating a 


Industry in 


bonated Beverages; 
Bottling Plant in a Small Trading 
Area”—Gaston Breton, Granby, P. Q.; 
“These Humourless Englishmen” 
Frank Dowsett, Toronto, Ont.; “Neg 
lect of Sanitation is Suicide’’-—C. A 
Abele, Chicago, Illinois, Director of 
Public Health Research, The Diversey 
Corp. Ltd. 

“The Bottling Industry in Mani- 
toba”—M. D. Spivak, Winnipeg, Man., 








IN CANADA 





CANADA DRY ELECTS 


The Board of Directors of Canada Dry 
Limited have announced the election of 
N. L. Bosworth, left, as Vice-President 
and General Sales Manager and Mem- 
ber of the Board: and W. S. MacFarlane 
as Secretary-Treasurer. Mr. Bosworth 
has been associated with Canada Dry 
for 17 years with experience at every 
level of sales supervision. Mr. MacFar- 
lane, with the company 24 years. has 
served as office manager in Montreal 
and Toronto and lately as company au- 
ditor. 
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Hires Canadian Sales Up 


Sales of the Charles E. 
Ltd., for the three months ended De- 
cember 31, 1952 totalled $30,808, 


Hires Co., 


against $20,878 in the comparable 


period a year ago. 


Joins Wyandotte Chemicals 
Wyandotte Chemicals Corporation 
Harry C. 


Flett has joined their sales and ser 


recently announced that 


vice force in Calgary, Alberta. 


Bottler Elected Mayor 


J. Armand Menard, head of Mon- 
arch Bottling Works, St. John, P.Q., 
recently was elected Mayor of the city 
of St. John, Quebec. 


President Manitoba Bottlers of Car- 
bonated Beverages; “The Bottling In- 
dustry in Ontario’’—C. W. Boorman, 
Peterborough, Ont., President, On- 
tario Carbonated Beverage Associa- 
tion; “The Bottlers’ Problems in Can- 
ada’s Newest Province” Oliver 
Vardy, St. John’s, Newfoundland, The 
American Aerated Water Co. Ltd.; 
“The Industry’s ‘P.R.”. Program” 
F. W. McIntosh, Montreal, P. Q., 
Chairman Public Relations Committee 
assisted by R. W. Keast, Toronto, 


COMPANY « 4 


Makers of Blooming GOOD FLAVORS” 








Ont. and Don Philp, Toronto, Ont.; 
“The ‘Imp’ in Impulse”—T. G. Ferris, 
Toronto, Ont., Advertising Manager, 
Household Finance Corp. of Canada; 
“The Flavor Bottlers’—Mervin Mir- 
sky, Ottawa, Ont., The Pure Spring 
Co. Ltd.; “Legislation in the Indus- 
try” R. E. Sewell, Toronto, Ont., 
Chairman, Committee ; 
“The Association’s General By-Laws” 


Legislative 
J. M. Thompson, Toronto, Ont., 


Chairman, Constitution and By-Laws 
Committee. 


545 OLIVE ST. + ST. LOUIS 8, MO. 








Orange-Crush Offers Free Booklet 

A free booklet, “How to be Popu- 
lar,” prepared by Marilyn Reddick, 
Miss Canada of 1952, is currently be- 
offered by Orange-Crush Ltd., 
Toronto, in a promotion running in 


ing 


daily newspapers, week-end color 


comic sections, and aired on Orange- 
Crush radio shows. Copy carries a 
coupon for obtaining a copy of the 


24-page booklet. 


Theatre Chain Plugs Soft Drink Sales 
The Franklin & Herschorn chain of 


effort. . 
ing weight-lifter! Increase business . 


profits . . 
Magliner magnesium hand trucks! 


¢ Strong! 


Ibs.—and more! 


rying capacity. Five 









Heavy, outdated hand trucks mean wasted 
. non-productive labor! You and 
your driver-salesmen can't make money play- 
.. and 
. by equipping your fleet with 


Certified strength. Capacity- 
rated to handle loads of 450 


movie theatres in Eastern Canada 


heartily favors sales of carbonated 


beverages in all their theatres. The 
firm sells soft drinks in theatre lob- 
bies through fountain stands and 


vending machines. Although it re- 
cently boosted prices from 7c to 10c 
per bottle, the chain reports that bev- 
erage sales have continued high—even 


during the past winter. 


Building New Plant 


Valley Ltd., 
water, N. S., has started construction 


Beverages, Bridge- 











NO OTHER HAND TRUCK GIVES YOU THESE ADVANTAGES! 


magnesium 
light! 


As light as 11 Ibs.—Magliner 
hand trucks are easily lifted 
by a child. Try this with 
your present equipment, and 
compare! 


3 Case Capacity! 


25% greater-than-average car- 
cases 
handled securely—with ease! En- 
zineered weight distribution. 


ALL PARTS REPLACEABLE! 


No weld failures! No costly 
repairs! No truck scrapping! 





GET THE FACTS...MAIL TODAY! 





Please mail descriptive bulletin HT-101 


| | Please have your representative arrange o trial 


Mag Liner aeeee 
magnesium ere ae 
HAND TRUCKS dein — 


MAGLINE INC. « 
PINCONNING, MICHIGAN 
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of a new plant on Dufferin Street. 
The new plant will distribute through 
most of the South Atlantic shore area 
of Nova Scotia. 


Executive Changes In Purity 
Factories 
W. R. Goobie, who had been presi- 
dent and managing the 
Purity Factories, Ltd., St. John’s, has 
been succeeded as president by C. C. 


director of 


Pratt, and as managing director by 


C. H. Davies. 


Plant Helps Promote City 


International Drug Company, soft 
drink bottlers in St. Stephen, N. B., 
was an active participant in that city’s 
The idea of 


this public relations endeavor was to 


recent “Border Bonanza”’. 


promote sales of, and interest in, 
products of industries located on the 
the International 
border within Charlotte 
County, N. B. St. Stephen is connected 
with Clais, Maine, by an International 


Bridge over the St. Croix River. 


Canadian side of 


and located 


Toronto 7-Up Tripling Facilities 


A new plant under construc- 


tion by the Dominion Seven-Up Com- 


now 


pany at Toronto will triple the firm’s 
present facilities. The new plant will 
contain 3,200 feet of floor 
space, and will manufacture the com- 


square 


pany’s extract for Canadian Seven- 


Up bottlers. 


Clarence M. Couse 


Clarence Medd Couse, 61, represen- 
tative of the Coca-Cola Export Cor- 
poration, who passed away recently, 
started his career in the beverage in- 
dustry in Canada. 

Mr. Couse Coca-Cola 


Company in 


joined the 


Toronto 81 years ago. 


Later, he was plant manager for the 
company for Belleville, Kingston, and 
Peterborough, Ontario, with head- 
quarters in Belleville. In 1938 he went 
to New Zealand as the company’s rep- 
1948 was trans- 


resentative and in 


ferred to Australia. 


For the past two years he had been 


president of the Canadian Club of 


Melbourne. 





NEW OFFICERS AND DIRECTORS ... 





The fast-growing soft drink industry in the Province 
of Quebec Canada, recently held its annual conven- 
tion—with a large attendance of bottlers, supplymen, 
and their ladies. Pictured above are the new officers 
and directors of the Quebec bottlers’ association. 
Seated, left to right: D. Dufresne, Dufresne et Freres 
Ltee, Trois-Rivieres, Ist Vice-President; Paul Brunelle, 
U. L. Brunelle, Victoriaville, President; Paul Sandlien, 
Seven-Up Ltd., Montreal, Director; Joe Whitmore, Man- 
aging Director, C.B.C.B.; Henri Toussaint, Claire-Fon- 
taine Ltee, Quebec City, Director, and Maurice Nichol- 
son, Tougas & Nicholson, Valleyfield, Director. Stand- 
ing: R. Cook, Breuvages Regal, Hull, Director; G. F. 
McKinnon, Canada Dry Ltd., Montreal, Treasurer; 
Andre Fortier, Elzear Fortier Ltee, Quebec City, 2nd 
Vice President; R. Henwood, Laurentian Soda Water, 
Montreal, Director, and C. B. Marcotte, Orange-Crush 
Bottler, Joliette, Director. 








Quebec Association President Paul Brunelle announces 
a prize drawing. Assisting him at left is Director 
Maurice Nicholson. At right is G. F. McKinnon, Trea- 
surer of the organization. 








THE LADIES WERE THERE ... 

Members of the fairer sex helped dress up convention 
proceedings. Seated, left to right: Miss Lucille Rous- 
seau, secretary to the Vice-President, Pepsi-Cola Co. 
of Canada Ltd., Outremont; Miss Therese Lebroc, from 
the Association office in Montreal; Mrs. R. Cook, Hull; 
Mrs. Maurice Nicholson, Valleytield; Mrs. Paul Brunelle, 
Victoriaville: Mrs. C. B. Marcotte, Jolliette; and Mrs. 
Andre Fortier, Quebec City. Standing: Joe Whitmore, 
Toronto, Ont.; Henri Toussaint, Quebec City: Paul 
Sandlien, Montreal; Mr. Cook: R. W. Henwood, Mon- 
treal; G. F. McKinnon, Montreal; Mr. Nicholson; Mr. 
Brunelle; and Mr. Marcotte. 
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Paul Bacon, president of Coca- 
Cola Bottling Co. of San Mateo, 
Calif., is heading the Red Cross 
drive in his territory.... Ben H. 
Wells, Vice-President and Direc- 
tor of Sales and Advertising for 
the parent Seven-Up Company, 
was awarded the plaque of mem- 
bership in the “Order of the 
Brass Hats,” following a recent 
talk at the Advertising Club of 
St. Louis. Wells was assisted by 
two “volunteers” from the audi- 
ence, G. Gordon Hertslet and 
John Tonnsen, both of Gaylord 


Container Corporation, St. Louis. 


Patrick Healy, Jr., proprietor 
of White Rock Bottling Co., Oxv- 
den, Utah, has been named to the 
Taxation Committee of the Na- 
tional Association of Manufac- 
turers. ... H.G. Crafts, traffic 
manager for Coca-Cola Bottling 
Co., Dallas, is president of the 
newly organized Dallas Trans- 
portation Club. ....A.C. Perry, 
manager of the Argenta Bottling 
Company, Little Rock, is expected 
to be a candidate for mayor of 
North Little Rock this summer 
Perry has had considerable ex- 


perience in City Government. 


For the fourth straight vear, 
Carl C. Hudson, owner and gen 
eral manager of the Seven-Up 
3ottling Company of Lincoln, 
Neb., will serve as general chair- 
man and manager of the annual 
Shrine Circus in Lincoln. 
Gene F. Blake, manager of the 
Coca-Cola Bottling Co., Cameron, 
Texas, has been named Milan 
Committee Chairman for the 
forthcoming fund appeal in 
Texas for the USO. ... Felix 
Weatherly, partner-manager of 
the Tru-Ade Bottling Co., Little 
Rock, is heading the classification 
section of the local Community 


Chest Drive. 
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Stewart & Stevenson 
/-High Pallet 
Beverage Body 
















Deliveries are faster all along the 
line with these new Stewart and 
Stevenson Pallet Bodies. First, the 
modern pallet method means quick- 





MODEL 14120 
14 cases long on 120” CA truck. Capacity 312 
cases of 8'2" height; 4 cells of full 39° width; 
1 cell of 25'2'° width — working space for 
40 cases 



































er warehouse loading. Second, 
more payload can be carried on 
this new body with cases stacked ~ 
nan SS oo: 
with the seventh row actually lower a 
than the fifth on rack trucks. The = = <a 
low height design of this new high- <I 


capacity body permits fast unload- 


seven high instead of five high . . 


ing at dealers with less driver 


Caw aen 
a) S| o. 
coe 
be fe 









fatigue. The rugged, all-welded 
body requires less maintenance. 
Furthermore, it can be used on any 
make or model truck so that it fits 


right in with your present equip- 


ment 
Write or call Stewart and Stevenson 


Truck Body Division at Houston for MODEL 15120 


15 cases long on 120” CA truck Capacity 372 
cases of 8'2" height; 5 cells of full 39° width. 






full particulars on how Pallet bodies 
can be applied to your operations. 


MODEL 1184T 
11 cases long on 84” CA truck. Capacity 
228 cases of 8B! 2’ height; 3 cells of full 39” 
width; 1 cell of 25'2'' width—working space 


for 40 cases 





MODEL 12102T 
12 cases long on 102” CA truck Capacity 288 cases of 812” 
height; 4 cells of full 39 width; 1 cell of 13’ width — working 
space for 20 cases — optional at no extra cost. 



















teT COLOR 


UNCAP SALES! 


Use Scovill’s amazingly light yet strong aluminum 
bottle openers in brilliant colors to match your labels or 
promotional material. You will find they attract real 
attention wherever they go. And, because they remain 
permanently attractive, in addition to opening bottles 
safely and effortlessly, they stay on the job far longer 
than ordinary openers. 










Modei No. 105 
—the Standard 
@ Attractively finished 
@ Moderately priced 
@ Easy to use 
@ Popular shape 





Model No. 106 
—the Over'N Under 


®@ Made for extra strength 
@Large advertising space 
@Opens up or down 

@Will not cause chippage 


Both models are available not only in colorful 
aluminum but also in bright nickel-plated steel. 
~-| They may be lettered on one or both sides and 
the lettering can be color-filled if desired. Both 
a openers are available from stock in quantities as 














* low as 1000 pieces with the lettering of most well 
«.=« known brands of soft drinks. For descriptive 
literature and samples, write us today. 

J.3.4 


SCOVILL si eed 


SCOVILL MANUFACTURING COMPANY 
ADVERTISING SPECIALTIES DIVISION + 59 MILL STREET, WATERBURY 20, CONN. 
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HYSTER OFFERS TWO NEW LIFT TRUCKS 


Two new fork lift trucks in capacities of 3,000 and 4,000 
pounds are now available from Hyster Company, Port- 
land, Ore. They are the Models YC-40 and UC-30, and 
feature extreme compactness, durability and maneu- 
verability. The YC-40 (shown above) has a capacity of 
4,000 pounds at 24-inch load centers. Its narrow width 
of only 38 inches and short overall length of 78!/. inches 
permit it to operate with speed and efficiency inside 
of crowded quarters. Its low collapsed height of only 
821/, inches permits it to pass through ordinary doors 
and under low ceilings. 





Hoppes Form New Firm 

Al Hoppe, Sr. and his son Al Hoppe, Jr.—-both 
well-known beverage industry supplymen—have 
announced the formation of Hoppe Enterprises, 
with headquarters at 923 E. 3rd St., Los Angeles 
13, Calif. The new firm will serve as manufacturers’ 
sales agents for a variety of products. 


Nicholson Co. Moves 
To New Larger Quarters 


The H. R. Nicholson Company has announced 
its removal to enlarged and modernized headquar- 
ters at Kenshaw & Oakleaf Avenues, ee 15, 
Md. The move was effective ‘April | 3 


flock embossed 


T-SHIRTS 
CHANGE APRONS 
«sweat shirts - jackets 
TO ADVERTISE 
AND PROMOTE 


a 
STYLECRAFT MANUFACTURING CO. WE CAN REPRODUCE 


717 Sycamore St Cincinnati 2. Ohio ANY TRADE.MARK 








Casein Ice Proof Label Glue 

A new casein ice proof labeling glue said to set 
very fast, have excellent water resistance even in 
room-temperature water and to give uniform re- 
sults all year round has been announced by Na- 
tional Adhesives, division of National Starch Prod- 
ucts, Ine. 

Designated Ice Proof Glue 45-445, the product 
is a soft, easy spreading, slightly pasty material 
with sufficient flow to follow the glue wheel. It is 
said to work perfectly clean and to show absolutely 
no throwing. 

According to National, the glue gives very good 
mileage since it can be applied in a very thin quick- 
setting film. There is said to be no shifting or dis- 
placing of labels, even on short runs to the packer. 


Complete Centrifugal Pump Line 

Tri-Clover Machine Company now offers a com- 
plete line of corrosion-resistant sanitary and indus- 
trial centrifugal pumps. These pumps have fast, 
non-clogging centrifugal action with special seals 
for practically every requirement. They ave avail- 
able in a complete range of sizes and capacities up 
to 1250 gallons per minute and up to 250 feet of 
head at zero gallons per minute. 

The units will handle any liquid that will flow 
to them and are designed to give efficient trans- 
mission and low cost maintenance. They feature 
patented screw type impellers with sanitary im- 
peller clips, inert carbon seals easily removed for 
cleaning, streamline lightweight heads with a mini- 
mum of parts, and the exclusive Tri-Clamp casing 
construction which permits fast, easy pump assem- 
bly or disassembly. 

For additional information, write Tri-Clover 
Machine Co., Kenosha, Wisconsin and ask for Cata- 
log No. 250. 


National Rejectors In New Expansion 

National Rejectors, Inc., world’s largest manu- 
facturers of slug rejectors and coin handling equip- 
ment, have a large expansion program underway. 
The latest addition to their modern St. Louis plant 
is a new, completely automatic plating department. 
This section adds another 30,000 sq. ft. of produc- 
tion space to the present building. 


"| SWITCHED TO | SQUIRT” = 


<icttllanaage Swanson, Galesburg, Illinois 


Because .. “summer picnics 
wouldn't be the same with- 
out lots of ice-cold Squirt... 
it’s the one soft drink I know 
. of with “Never an After- 
§ § Thirst...” 


Check Squirt Sales . .and You Will 


Write for Switch to Squirt Too! Sguer 
Franchise Information ~ oe 


THE SQUIRT COMPANY 


















202 South Hamilton Drive, Beverly Hills, California 


COPYRIGHT 1953. THE SQU+H2S COMPANY 
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CASE-DIVIDERS BOWED BY ALVEY 





New case dividers, introduced by Alvey Conveyor 
Mig. Co., St. Louis, provide a simple positive means of 
controlling the flow of packages from a single or mul- 
tiple supply source and directing the flow to receiving 
lines in a predetermined pattern. Units are built in a 
variety of styles, both vertical and horizontal, and are 
completely equipped with power drives, starters and 
control panel. Device is so arranged that the packages 
may be counted onto the case-divider from the supply 
lines. 





Requires Simple "Plug-In" 


bottle cooler, 


sery ice, 


A completely self-contained dry 
designed for immediate “plug-in” 
Nor-Lake, Inc., national 
commercial refrigeration equipment in 
Wisc. 


The cooler is 


has been 
announced by manufac- 
tures of 
Hodson, 
available in 4 ft. 6 ft. and & ft. 
lengths with respective capacities of 11, 19 and 
29 cases. It features a heavy duty compressor, 
baked Dimenso finish, stainless steel disappearing 
lids, heavy gauge interior, adjustable 
bin dividers and heavy fiberglas insulation. 

For literature and price information, write Dept. 
KP, Nor-Lake, Inc., Hudson, Wise. 


galvanized 





KOL-FLO’S NEW CO, FILTER 





This is Kol-Flo Kooler Company's new extra large ca- 
pacity CO. Filter for 49, 50, and 60-spout fillers. Unit 
removes hydrogen sulfide, oxides, nitrogen and sulfur, 
oil and alcohol vapors, and eliminates wild bottles. 
Filter consists of 3 chambers and is designed to be in- 
stalled at each carbonator, on the low pressure side of 
the regulator. 
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7 complete 


Liquid Low Pressure Filler 





lines insure product uniformity in 


The Atlanta Coca-Cola Bottling Company 










plant (4 new lines in the last 4 years) 
—plus 8 complete Liquid lines 
in 7 branch plants— 
15 in all. 


7 out of every 10 bottles of carbonated beverage 
in this country are produced on one or more Liquid machines. 
There must be a reason for such overwhelming leadership 


aod Liquid Lines insure product uniformity. 


Illinois 


THE LIQUID CARBONIC CORPORATION * 3100 South Kedzie Avenue, Chicago 23, 
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The All-Family 
Drink 








so pure... 
so good... 
so wholesome 
for everyone! 










New Liquid Cleaner — 
Mild and Powerful 


The DuBois Co., Inc., 1120 W. Front St., Cincin- 
nati, Ohio, has developed a new liquid synthetic 
cleaning compound which cleans without the aid of 
alkaline builders. Called “Flow” it is an all-synthetic 
with a pH of 9, which possesses the properties of 
emulsification and soil suspension usually obtained 
only in higher pH, alkaline-built compounds. 

In the soft drink industry there are many jobs 
which can be performed by Flow at extremely low 
concentrations, according to the maker. Some of 
these are: 

Wiping down of equipment, refrigerators (inside 
and out, steam cleaning of equipment, washing 
floors, walls, windows, and lighting fixtures, as a 
final wash for glass or tin cans after filling, as a 
rinse additive, washing delivery vehicles (inside 
and out), washing delivery containers, and in hand 
dispensers in washrooms. 


Conveyor Leasing Plan Offered 


Gravity and belt conveyors are available on lease 
for the first time in the history of the materials 
handling industry as a result of a new rental plan 
announced by James R. Sebastian, President of The 
Rapids-Standard Company, Inc., Grand Rapids, 
Mich. 

The company’s line of “‘package-type’’ conveyors 
marketed under the trade name “Rapistan” are 
available under the lease plan, enabling firms to 





LIGHTWEIGHT ALUMINUM GRAVITY CONVEYOR 





A new aluminum gravity wheel portable conveyor has 
been introduced by Speedways Conveyors, Inc., 1250 
Niagara St., Buffalo, N. Y. Designed for strength and 
easy handling. new unit is 331/3 lighter than steel 
models, and every part—except wheels and axles—is 
made of a resilient aluminum alloy that reportedly is 
stronger than steel. Its capacity is equal to that of 
Speedways steel conveyor and it is available in the 
same standard widths. 
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install and use the labor and time-saving equipment 
without making a major capital investment. 


The lease plan is currently available in the 


Chicago, Philadelphia, New York, Buffalo, and 
Grand Rapids, Michigan, areas. 

Under the plan, conveying equipment is installed 
by The Rapids-Standard Company, Inc., for a 
mutually agreed-on charge. A fixed monthly sum 
covers use of the equipment. Insurance, mainte- 
nance, repair and personal property: tax are paid by 
the conveyor manufacturer. Leases under the agree- 
ment are set up for a ten-year period. 

Further details available from this firm, at 342 
tapistan Bldg., Dept. FV-53, Grand Rapids 2, Mich. 





NEW ELECTRONIC COUNTER 








New Electronic Counter developed by Post Machinery 
Company, Beverly. Mass., is capable of extremely 
accurate counts for any production item capable of 
breaking a beam of light. Important feature is that 
Counter Tube has no filaments or heating elements to 
short circuit or burn out. Normal life expectancy of 
Tube is over ten times greater than conventional radio 
type tubes. Unit is made in five different models for 
various desired count speeds. 





ELECTRIC FORK TRUCK FOR BOTTLERS 





An electric fork truck specifically designed for the soft 
drink industry is offered by Lewis-Shepard, Dept. R-1, 
Watertown, Mass. Important feature of the L-S Space- 
Master Model “J” is the 9 forward tilt of the mast 
which permits the loading and unloading of “A” frame 
delivery trucks. With this special tilt device, palletized 
cases can now be safely and quickly handled. With 
a rated capacity of up to 2000 lbs., the “J’’ weighs 1/3 
to 1/. less than a conventional fork truck of equal capac- 
ity, and is said to be priced at 1/2 the conventional 
electric fork truck price. 
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DOUBLE END Soaker D&l Washer 
.. combining L-O-N-G SOAKING 
with MULTIPLE POWER WASHING. 
Automatic NON-CLOGGING UN- 
SCRAMBLER LOADER. 


C2) BOTTLE WASHERS 


a7; NS 
momonee ra® Thousands in DAILY USE from COAST to COAST 


@ CLEAN, SPARKLING STERILE BOTTLES bined with MORE POWER WASHES 
without scratching or scarring @ VARIABLE SPEED DRIVING MECHANISM 
totally enclosed 


@ RUGGED, SIMPLE TROUBLE-FREE Con- 
















struction @ MODERN ATTRACTIVE “Show-front" DE- 
@ HEADERS — readily accessible for easy SIGN 
cleaning @ ECONOMICAL — LOW ORIGINAL and 


@ DUAL-EFFICIENCY L-O-N-G SOAK com- OPERATING COSTS 


“D &L’’ JOB-PROVEN BOTTLE WASHERS Protect your Product and Reputation 


Send for complete information 


DOSTAL & LOWEY COMPANY sresomonce rats, ws 


ORI Bisco 










9° SERGE I 0 rim 





fa 


Standard Soaker-Type D&L BOTTLE WASHER 
— SIMPLICITY combined with EFFICIENCY 
and COMPACTNESS 
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Too many types of bottles can complicate your operation 
and increase your investment in glass. 

With a Mission Franchise you save money with 

one standardized, distinctive bottle for Mission Orange 
and other popular selling flavors. 

This means maximum turnover with minimum investment; 
simplified operation in your plant and on the trucks... 
less bottle sorting, fewer changeovers on machinery. 


Mission’s standardized bottle operation also 
reduces inventories in cases, carry-home cartons, 
and advertising materials. 


You'll make more money with MISSION because you have: 


ONE bottle to stock! 
ONE famous name to advertise! 


All popular flavors to sell! 


Write today for detailed information on how you 
can make money with a Mission Franchise. 


39100 ORANGE 
mcvicad tewl lve 


MISSION DRY CORPORATION 
Mailing Address: Terminal Annex, P.O. Box 2477, Los Angeles 54. 
General Offices and Plant: 5001 South Soto St., Los Angeles, Calif. 
Divisional Sales Offices: 105 Hudson Street, New York 13; 
510 Narth Dearborn Street, Chicago 10. 
Canadian Distributor: Mission Orange of Canada, Ltd., 


159 Bay Street, Toronto 1, Ontario 








New Caulking Compound 
Is Sure-Sealing 


A caulking compound, useful in both cold and 
warm-weather climates, is offered by A. C. Horn 
Co., Inc., Long Island City 1, N. Y. Known as 
“Valcatex”, the product is used to provide water- 
tight and air-tight seals. The Defense Department is 
among the many present users of this new com- 
pound, according to Horn. 

Complete data on Vulcatex, as well as a free copy 
of a 106-page Construction Data Handbook, are 
available from the company on request. 


Frostie Inaugurates Warehousing 
In Atlanta 


Because of the addition to the Frostie family of 
many bottlers in the South and increases in per 
capita sales of established Frostie bottlers, The 
Frostie Company, Baltimore, started warehousing 
Frostie base in Atlanta, Georgia, on April 1. 

Frostie is shipped by trailer loads from their 
Philadelphia plant direct to Atlanta where indi- 
vidual shipments to the Southern Frostie bottlers 
are made from the bonded warehouse. 

Shipments to Frostie Bottlers in Florida, Georgia, 
South Carolina, North Carolina, Alabama, Missis- 
sippi, Louisian, Texas, Kentucky and Arkansas are 
now being made from Atlanta. 





NEW FEATURES IN SERVICE-MASTER BODY 





New improvements in the famous Service-Master Body 
have been announced by McCabe-Powers Auto Body 
Co., 5900 N. Broadway, St. Louis, Mo. These include: 
increased capacity of lower rear compartments; rede- 
signed double-panel doors; rearrangement of parts 
bins and shelves, which are standard equipment; and 
a hinged cover over parts bins to provide additional 
shelf space. Exposed sections of the all-steel body are 
sanded and sealed to assure a smooth exterior finish. 
The bodies, available from distributors throughout the 
country, are made to fit 1/2, %/;, 1, and 1'/2 ton chassis. 
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by IRWIN W. LYNCH 
Sun Spot Co. of America 
Baltimore, Md. 


v/a one will seriously contest the 
statement that advertising and pro- 
motion are vital to the sales success 
of a beverage—any beverage. Solid 


Bottlers look here 


for sales direction 


Putting Advertising To Work 


advertising and smart promotion have 
carried many bottled drinks to the 
top. Yet, numerous bottlers still do 
not give enough attention to planning 
and budgeting their advertising and 
promotion programs. As a_ result, 
their volume and cost structures often- 
times suffer. 

Like any other operation in the 





















Bottlers Look here 
for beverage selection 





WRITE FOR MORE INFORMATION AND CATA 
LOG SHOWING COMPLETE LINE OF FAMOUS 
FRONTIER RACKS 
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FRONTIER 

FULL CASE RACK 

SELLS MORE DRINKS 
BY THE CASE — BY THE HOUR 

& 

PUT THIS CASE RACK IN YOUR 
SALES OUTLETS Today! 
ONE-STOP BUYING FOR SUMMER 
FOODS, GASOLINE AND DRINKS 
PROVES CONVENIENT FOR 


CUSTOMERS — PROFITABLE FOR 
BOTTLERS! 


ORDER YOURS TODAY FOR A 
BUSY SEASON! 


RONTIER 


MANUFACTURING COMPANY 


~ DALLAS « TEXAS - 


P.O. BOX 7346 







U 








The proof is in the TASTE... 


and 7%¢cy Fruit Flavors 
are TASTE SUPERIOR! 


Write for samples today! 


e Nifty flavors are made from delicious fresh fruits 


© Nifty flavors are finer . . . fruitier .. . tastier... 


e Nifty is appealing to everyone . . . everywhere 


Uifty 
BLACK CHERRY 


4 oz. 
Made from fresh fruit 















if 


Uefty 
BLACK RASPBERRY | 


4 oz. OF Gg‘ : 
Made from fresh berries (2 


Uefty 
PINEAPPLE 


A 1-16 concentrate made with imitation flavor 
and natural juices. 































Bottle under name of Nifty or under your own name. 
CROWNS AND ADVERTISING STRIPS AVAILABLE! 


SALIENT FLAVORING CORP, sew'toxs'n' 





plant, advertising and promotion doing justice to the job of adequate 


should be carefully planned and bud advertising and promotion 


geted in advance. The amount of A certain percentage of the adver- 


money to be spent should be set aside tising dollar should be allocated to 


ahead of time and considered as in media only. A certain percentage of 


“escrow”, as untouchable for anything the advertising dollar should be allo- 


else. The budget page should be like cated to promotion only. Then, based 


a ledger page of the future with esti on those percentages, plan your cam- 


mated debits and credits entered paign weeks and months ahead. This 


thereon. Such a page prevents the is the simple way-—the obvious way 


spending of more money than has the scientific way—-the proven way 
been set aside. And it prevents spend- This is the charted way. A_ ship’s 
his chart to 


ing less of that money with risk of not navigator must follow 
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safely reach his port. The bottler must 
follow a charted plan to safely reach 
his goal. 


“Hit and Miss” is Mostly Miss 


The bottler’s pre-planned media ad- 
vertising campaign constitutes his 
general battle plan. His pre-planned 
specialized promotions campaign con- 
stitutes his special tactics plan to win 
that battle. 

If a bottler spends a certain per- 
centage of his advertising dollar 


on media only and a certain per- 
centage on promotion only, he has a 
good set-up. But, if he advertises his 
promotion in his media advertising 
space, the promotion gets a “free ride” 
on the advertising money. An ideal 
set-up. An almost magic combination. 

To understand how promotions help 
to make media advertising pay off 
more, let us consider the nature of 
certain kinds of media ads. An ad that 
pictures the product (the bottle) and 
trade-mark, using three or four words 


BOTTLERS: here is help you've 


always wanted... 





WEATHER FORECAST 





i 
ACCU RATE 5 hed 
A i 





SERVICE brought — 





To you, as a bottler, Western Union, in cooperation with famed 
National Weather Institute, now offers long and short range, scientif- 
ically-based weather forecasts. Pinpointed to any specific area or 
areas, it includes detailed advance information on all weather factors 
that affect the demand for bottled beverages. 

Use this service as your advance guide in purchasing hops, malt, sugar 
and other materials. Use it to determine sales expectancies and dura- 
tion of major sales seasons. Use it in planning sales promotion and 
distribution channeling by date and location of favoring weather. 
National Weather Institute forecasts are based on proved, scientific 
methods, backed by the Institute’s 15 years of successful experience, 


AMONG THE TYPES OF SERVICE 


AVAILABLE ARE: 


Type A— Short Range— One Week in 
Advance— Twice-weekly forecast by telegraph 
for each day's weather for 7 days in advance; sup- 
plemented by special warnings whenever critical 
weather conditions are anticipated 


Type B—Long Range— Three Months in 
Advance — Overali 3-months’ forecast, detailed 
and refined in 2 succeeding monthly supplements. 
Available on the 15th of the month prior to the 
first month under forecast. 


Type C—Long Range—Six Months in 
Advance — Overall forecast covering six months, 
with 5 succeeding monthly supplements. Available 
on the 15th of the month prior to the first month 
under forecast 


Western Union's Weather Service includes 
consultation privileges. Its value is obvious, 
Its cost is reasonable. For full information 
ask your nearest Western Union office for 


HERE 1S WHAT OTHER SUBSCRIBERS TO 
WESTERN UNION'S WEATHER SERVICE SAY: 


**... have certainly been accurate to the day 
in all predictions on weather changes.” 


*  .. We have been very well satisfied with. 
your long-range service and definitely 
feel that it has been helpful in our sales 
planning.” 


“_.. Areview of your 1952 forecast indicates 
that your predictions were borne out 
with commendable accuracy.” 


PRESENT SUBSCRIBERS INCLUDE : 


American Fruit Growers 
Daniel F. Rice & Co 
Coca-Cola Bottling Co 


Continental Can Co 

Food Machinery & Chemical Corp 
Louisiana State Milling Co., Inc 
General Electric Co 





“=” WESTERN UNION 


ONE PINT SAVES 


UP TO 480 POUNDS 


OF SUGAR! 


Figure for yourself .. . 


this important economy in case 
cost! . . . And remember, 
“SWEET-ER"” is not a sugar 
substitute, or a sweetening 
agent—it is a sugar fortifier. 





NO SACCHARIN OR OTHER 
PROHIBITED INGREDIENTS USED! 













SWEET-ER will save you substantially in the high cost of sugar. When you 
mix one pint of 'SWEET-ER" with cane or beet sugar syrup, you get an 
added sweetness equivalent to almost 5 bags of sugar! 

You can do this, like many bottlers have already found out, without loss 
of production time . . . WITHOUT SACRIFICE IN TASTE AND IN QUALITY! 

SWEET-ER is a fully tested* and proven product, now being widely used 
in the food industries with uniform dependable results! 


Only $6.00 a pint . . . Write, wire or ‘phone! 





‘She Sweet-er Company 


SUBSIDIARY OF PLYMOUTH EXTRACT CO., INC. 
104-19 Roosevelt Avenue, Corona 68, N. Y. 
Phone: NE wton 9-4788 








of copy is not primarily a selling ad. 
It is an ad “that announces your exist- 
ence”. It is a “reminder ad” that helps 
keep your name in front of the public 
and reminds them to buy— if enough 
of those ads are kept going—in the 
right places. 


An ad with longer copy listing the 


reasons why your product is such an 
enjoyable drink is a “reason why” ad. 


Primarily an ad with “sell’’. 


An ad that tells the public the “rea- 


” 


sons Why” in short copy and also 


promises the public a prize or premium 


*Sweetening power of SWEET-ER attested (test num- 
ber 46715) dated April 14, 1952 dy U.S. Testing Co., Inc., 
Hoboken, N. J. Copy upon request. 


at a bargain price for a certain num- 
ber of bottle tops and a certain amount 
of money, hits with a “One-Two 
Punch’”’. It has the added power to pro- 
duce the pull. It sells more soft drinks 
for you. The space (or radio time) 
does double duty. But not only that. 
The combination media-space- plus- 
promotion-ad accomplishes the most 
vital, all important, result-getting help 
that a quality product can have 
sampling. 

The great Claude Hopkins, one ot 
the immortal advertising copy writers 
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of all times, was a fanatic worshipper 
at the altar of sampling. The history 
of advertising is packed with pages of 
success stories due in prominent part 
to sampling. In the confection field, 
3eechnut Chewing Gum and Life Sav- 
ers Pepperments were launched with 
extensive sampling. And to this day, 
every one in a while you can see beau- 
tifully uniformed girls (very pretty 
girls!) going among crowds in busy 
down-town street corners, handing 
out samples of these products. Samp- 
ling can be free; and sampling can 
also be self-liquidating in cost. When 
a bottle top promotion campaign in- 
duces a consumer to try (and buy) 
vour soft drink for the first time: 
that’s sampling ... and how! 


These days the point-of-sale picture 
is undergoing a revolutionary change. 
Formerly most of a bottler’s point-of- 
sale expenditure allotment went for 
metal signs and paper signs. Today, 
in the super markets and in the newly 
designed independent stores, it is be- 
coming increasingly difficult to put up 
metal or paper pieces. As a word of 
caution, however, do not count metal 
and paper as being entirely out—-by a 
long shot. The bottler will always have 
to have some of both. Should any bot- 
tler say to himself, ‘The day of metal 
signs and paper signs is dead”, he’s 
got another think coming. Let him get 
in his car, drive around his territory 
and make a list of all the competitive 
soft drink signs he sees; metal and 
paper. That bottler will have a long 
list, proving there’s plenty up, com- 
petitive metal and paper, on plenty of 
stores. He should have as much! And 
when he visits soda fountains what 
greets his eyes? Plenty of paper pic- 
ture signs clamoring for the con- 
sumer’s cash. 


If you want to have a dealer force 
you to put a streamer on his window 
and a cardboard display inside his 
store, just offer him an attractive 
premium plan or sampling plan. Even 
the super markets, which are the bot- 
tler’s major problem when it comes to 
getting advertising display pieces ac- 
cepted, will welcome your point-of-sale 
material when it fits in with a sam- 
pling demonstration or special gift 
offer .. . or premium bargain “gim- 
mick”’. 
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DURABILITY 
SALES ABILITY 
ECONOMY 
APPEARANCE 
STRENGTH 


Liberty 
FLAME - POLISH 


RETURNABLE BOTTLES 
WITH LUSTRO-COLOR 


Sp GLASS CONTA, 
“Cig, I 2 tanmodke NEp. 
NG IN 


SINCE 1918 








Cvatlalle 1n EMERALD GREEN, GEORGIA GREEN and FLINT 


SAPULPA, OKLAHOMA 























BIRELEYS CITRO-FLASH BOTTLING METHOD 
GOING INTO PLANTS COAST-T0-COAST 


Bireley’s Non-Carbonated Fruit Flavors Bottled 
On Same Filler As Carbonated Drinks! 





“You can adapt your carbonated filler to bottle 
both Bireley’s non-carbonated fruit-flavors — and 
avo your carbonated drinks. Fillers have been adapted 
for as little as $175” 


“You can be delivering top-quality Bireley’s side- 
by-side with your other line within a few weeks?’ 


These facts have generated wide interest in the 
bottling industry during the past few months. 
Many new Bireley’s Franchises have already been 
granted coast-to-coast and more are pending. 














(4 With the Bireley’s line your route salesman will 


ts 7 
lhe You can get more volume! 





4 have a brand new powerful sales tool... 
af vf 1. Top-quality non-carbonated fruit flavors. A com- 
eet ais || plete non-carbonated line! 
a if! p*, yy 2. Sales appeal for people who want a non-carbon- 
HP “ . ated drink. 
an 3. No preservatives of any kind. 
Your regular filler is used to bottle Bireley’s. Syrup 4. Pasteurized — you can’t bottle a purer drink! 
is mixed and injected into the bottle, then the 5. A parent company whose name alone can open 


new doors to new business! 


There’s a Bireley’s Field Representative near 
you — ready to pitch in and help. Complete de- 


filler fills the bottle with hot water at pasteuriz- 
ing temperature, instead of carbonated water. 
You need only a hot water supply—either a 


low-cost water heater or, if steam is available, a 
simple heat exchanger. Pictures above show two 
different fillers adapted to bottle Bireley’s. Your 
filler can put you “in business” with Bireley’s 





this summer! 


tails on the Bireley’s Franchise and Bireley’s 
new bottling process are yours for the asking. 
Write today. Better still—telephone collect. Call 
HOLLYWOOD, CALIFORNIA 9-2234. Ask 
for the Franchise Sales Manager. 











BIRELEYS DIVISION 


GENERAL FOODS CORPORATION 
1127 North Mansfield Avenue - 


Hollywood 38, California 


e Orange 

e Grape 

e Grapefruit 
e Berry 

e Pineade 
e Tomato 

e Chocolate 
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Avoid Sugar Waste 
This Summer 


Sixteen pointers for sugar savings 
during the hot-weather season... 


Svcar inventories in most bottling plants get 
bigger as the days grow longer and warmer. As 
the production tempo increases, and the need for 
larger stocks of sugar mounts, a condition is set up 
whereby the possibilities of loss and waste of sugar 
are multiplied. 

With the price of sugar what it is, it is good 
business to see that every ounce of sugar purchased 
is used—and not wasted or lost through negligence, 
poor handling practices, inadequate storage facili- 
ties, or poor bottling methods. With the help and 
advice of W. W. 
Sucrest Division, American Molasses Company, this 


Patterson, sales manager of the 


article on “dos and don’ts” on sugar handling can 
result in substantial economies on sugar. 
Conservation of sugar is a two-phased proposi- 
tion. The bottler must be concerned with both, to 
the limits that are possible under the conditions 
subject to his control. For instance, the bottler can- 
not neglect the possibility that sugar wastage can 
occur in transportation of the commodity to his 
plant, whether by rail car or truck. On rail ship- 
ments of sugar, the bottler should request a “clean 


car’, which means that the car must be free from 





NEVER shake the sugar bags while emptying. Dust should 
be wiped from the bag before dumping to help prevent 
contamination. 
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protruding projections such as nails, have smooth 
floors with no splinters, and should be dry, clean, 
etc. Furthermore, whether shipped in cotton, burlap 
or paper bags, as the case may be, rough handling 
can produce tears, cuts or a completely burst bag, 
with subsequent loss of sugar. 

In recent years, a large proportion of sugar has 
moved to bottling plants and other users by truck, 
and with regard to this method of transportation, 
the following recommendations are suggested: 

1. Buyers should go on record with the truck- 
ing companies that trucks used for handling sugar 
should be free from protruding projections, that 
floors, sides and end-walls should be smooth. 

2. Whether delivery is taken by rail or by truck, 
care should be taken in opening the doors of the 
vehicle. Often, sacks may be jammed in the door- 
way. In unloading freight cars, this is essential, 
since there may have been improper loading or 
shifting of the load in transportation. If the door 
is jammed, the opposite door should be used. There 
should be no forcing of doors as bags may be ripped 
in the process. 

3. Since the bed of the rail car or the truck 
might have some protruding object, the bags form- 
ing the bottom tier should be turned over to deter- 
mine if any bag has been punctured, and if so, the 
bag can be repaired without the loss of an appre- 
ciable amount of sugar. 

Now 


using sugar in the plant: 


here are pointers on handling, storing and 


4. In hand trucking the sugar from the car or 


truck to the storage pile or from storage to the 





CARE must be taken in pouring sugar into mixing tanks. 
Only the pouring end of the sugar bag should be placed 
into mixing tank (above), not entire bag—(left). 
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Right Down The Line... STANDARDIZE 
on STANDARD-KNAPP Equipment 


Higher productivity is your goal 
and that is the end result achieved 
with Standard-Knapp automatic 
packaging equipment. You do not 
buy an S-K machine—you actu- 
ally buy increased income. 


By standardizing on Standard- 
Knapp equipment, you buy this 
additional income right down the 
line — you get more containers 
processed in less time, at less cost, 
with less trouble, in less space. And 
these savings are made where you 
need them most — in your packag- 
ing operations, the most costly 
phase of your production line man- 
power expense. 


For bottle lines, Standard-Knapp 
provides Unloaders, Soaker Feed 
Tables, Convergers, Unscramblers, 
Labelers, Rinsers, Packers, Case 
Feeders, Wooden Case Cleaners. 





LABELERS for every requirement: spot, 
wrap-around, neck, foiling. Label application 
is smooth, uniform and secure. 


FOR THE COMPLETE 
$-K STORY 










Write for catalogs describing machines 
for your industry to Dept. N, Standard- 
Knapp, Division of Emhart Mfg. Co., 
Portland, Conn. 








WOODEN CASE CLEANER air cleans 30 


cases per minute with or without carriers. 


Lengthens case life. 


STANDARD - KNAPP KNOW-HOW 
ADDED PLUS 


Our engineering knowledge covers 
all phases of your packaging 
operations. We can help you in 
planning machine layout and in- 
tegration. Our localized engineer- 
ing, sales and service offices mean 
quick assistance on routine and 
emergency problems Our con- 
tinued development work keeps us 
in step with industry needs as 
they dictate higher speeds, more 
economy and improved quality 


control. 





PACKERS for loading filled bottles into 
cases automatically. Available in a range of 
sizes for your line speeds, with. automatic 
and semi-automatic case feeds. 


BENEFITS OF STANDARDIZATION 
AT A GLANCE 


@ HIGHER PRODUCTIVITY is as- 
sured with down-the-line use of Stand- 
ard-Knapp equipment. Your line op- 
erates as a high speed unit, uniformly 
built to keep you moving at rated ca- 
pacity. 

@ SIMPLIFIED MAINTENANCE is a 
basic feature of every S-K machine. 
This advantage is coupled with sturdi- 
ness of design, easy parts replacement, 
and precision construction. Maintenance 
schedules are simpler to follow. Down- 


time is reduced. 


@ GREATER FLEXIBILITY is an- 
other benefit as every S-K machine is 
designed for quick changeover to the 
different package sizes within its ca- 
pacity. And this flexibility applies right 
down the line when your line is Stand- 
ard- Knapp. 


STANDARD-KNAPP 


DIVISION OF EMHART MFG. CO. 


PORTLAND, 


SALES, ENGINEERING, 
SERVICE OFFICES 


CONNECTICUT 


Atlanta, Boston, Chicago, Cleveland, Houston, Los Angeles, 
New York City, San Francisco, Seattle, St. Louis 

















PEPSI-COLA 
METROPOLITAN 
BOTTLING CO. 

BRONX, N.Y. 


On the strength of past performance the 
Pepsi-Cola Metropolitan Bottling Company 
mew and modern plant in Bronx, N. Y., 
has been equipped with 2, five compart- 
ment, 28 bottle wide MEYER DUMORE 
Bottle Cleaners and 56-10 MEYER 
DUMORE Syn-Cro-Mix Filling units. 


And, there are 25 MEYER DUMORE Bottle 
Cleaners and 20 MEYER DUMORE Syn- 
Cro-Mix units operating in Pepsi-Cola 
Metropolitan Bottling plants. 






Correct Design. Right Materials. MEYER experience and re- 
search and furnishing bettling department equipment for the 
Carbonated Beverage industry, Dairy industry and Brewing 
industry, throughout the world, may be of help to you. 


You can’t beat the MEYER DUMORE combination of bottle 


r i a op ities ‘ad 


i. das he TR” @ nee! ’ 





me oa : I cleaning and bottling filling equipment proven and tested in 
7) be '* ik they 14 ; 
’ as) . Gm ear ie 51 plants, throughout the world — no need to experiment. 
010 = eee ue eel ; 

— MEYER DUMORE Bottle Cleaners and MEYER DUMORE 
Syn-Cro-Mix Filling systems are available in numerous com- 
binations of compactness, appearance and proven economy. 


MEYER There is a size for most every bot- 
DUMORE CASE UNLOADER tling production requirement. Write 


; for Bulletin. 
The two MEYER DUMORE Bottle Cleaners 


at the Bronx, N. Y., plant are equipped with 
MEYER DUMORE Case Unloaders . . . the 
finest innovation in automatic case unloading. 
Durably, ruggedly constructed, characteristic 
of MEYER DUMORE Bottling Equipment. 


Write for Bulletin CU-158. - GEO. J. MEYER MANUFACTURING CO. 


CUDAHY, WISCONSIN 
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sirup room, the hand truck plays an important part. 
Hand trucks should have wide extended lips. 
Further, there should be no protruding rivets on 
the entire length of the handles. It is good practice 
to cover the handles with an old piece of inner 
tubing so that when the sacks are thrown against 
the handles, it will not break or rupture one of the 
inner linings of the bag. 

5. Do not hand truck sacks on their edge or in 
a standing position. 

6. Do not open bags until they are ready to be 
immediately poured into the mix. This avoids any 
possibility of foreign matter getting into the bag. 

7. The temperature of the sugar storage space 
should not be below 50°F nor above 100°F. The 
humidity should be below 60°, (one of the chief 
reasons for caking is when there are wide fluctua- 
tions above and below the 60¢% humidity figure). 
Sugar acts like a sponge, and subjecting it to 
changes in humidity will always mean trouble. 

8. On damp or humid days, caked sugar will 
generally loosen up, and the bags should be spread 
out and worked over, breaking up any lumps with 
a rubber mallet, working right through the bag. 
Such bags should be used as promptly as possible. 

9. Any electric lights over sugar. piles should 
be protected with standard safety covers to avoid 
the possibility of contamination by glass particles 
should a bulb break. 

10. Sugar was once packed in barrels. This was 
supplanted by cotton and burlap bags, and today 
practically all of the sugar sold by continental re- 
finers and big processors is in paper bags. This 
avoids lint and also contamination of sugar by 
vermin, dust, etc. Especially noteworthy is that a 
certain amount of sugar tends to adhere to cotton 
or burlap bags—particularly on humid days. That 
makes purchasing of sugar in paper bags further 


advisable. 





MORE SUGAR HANDLING 
RECOMMENDATIONS 











1. Avoid storing sugar near open doorways, 
elevator shafts or other locations subject to 
draft. 

2. In sugar storage vicinity, keep warehouse 
doors and windows closed and ventilater open- 
ings sealed where not in use. 


3. To avoid moisiure absorption by sugar, do 
not store near any damp commodities. 


1. Rotate stocks. In using sugar, the first in, 
first out principle should be adhered to. 


>. Sugar is susceptible to odor contamination. 
It, therefore, should not be stored where strong 
odors exist. 

6. The storage area and sugar breaking tanks 
should be located in separate rooms, cut off from 
the bottling department. 
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PORTABLE “SALES-MAKER” DISPLAY UNITS 


New portable display units have been introduced by 
The Wil-Mil Co., 42 Fairbanks Ave., N.W., Grand Rapids 
2, Mich. All units are built of lightweight, strong ply- 
wood, shaped to get maximum display area from pre- 
cious floor space. They're designed so anyone can 
assemble or disassemble in about 3 minutes without 
nails, screws, clamps, bolts, or the use of tools. Unit 
shown holds 700 wine fifths; can hold a greater quan- 
tity of bottled soft drinks. 





Automatic Lubricator Avoids 
Stoppage, Saves Manpower 


Lubrication of conveyor trolley wheels has been 
made automatic, certain and safe by a new and 
unique lubricator developed by the Alemite division 


of Stewart-Warner Corp., 1826 Diversey P’kwy., 


Chicago. Unit delivers a pre-set, constant shot of 


either oil or lubricant to each trolley wheel on each 
side of conveyor system into which it is installed, 
simply by the flick of a switch. 
When every wheel in the system has been serv- 
iced, the system may be switched off and is in con- 
} stant operation again at 


readiness to go into 


Am BEED-OFF VALVE 
OuTurr 8Ox 


aim REGMLATOR 











ACCESSORY OF mist 


LUBRIC ATOR FOR CHAINS Aim ier 


5-POUND CAPACITY 
LUBRICANT CONTAINE®? 


@IGHT HAND LuUBRIC ATOR 
assimary 


1 
GREAM apriicator 
with CouP”ie 






TRACK SECTION 


GREASE SUPPLY LiME (PuReesHeo WHEEL ALIGNMENT SPRING 


(FLEXIBLE HOSE) 


How the automatic lubricator functions. 
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Here are 
dollars-and-sense reasons 
for you to apply for a 


CANADA DRY LICENSE: 


Established Canada Dry bottlers show average selling 
prices ranging from $1.30 to $1.50 per case. 


f. 


* Because Canada Dry’s syrups and extracts are 


realistically priced, you are assured of the 
largest per cent gross profit margin in the field. 
a 
f & 


You will enjoy the highest average per-case 
selling price in the beverage industry. 


With these advantages in their favor, it is logical to 
assume that Canada Dry licensees will be assured of a 
profitable investment. They profit from public accept- 
ance of multiple-size items. They benefit from the sales Canada Dry pioneered sensible pricing 
and believes in providing their bottlers 
with a fair return on their investments. 


appeal of the small bottle and of the large, family-size 
package. Each size reinforces the other. Both reinforce 
your cash receipts. 

Ordinarily, a franchise includes the complete Canada 
Dry line. However, concessions will be considered to 
established bottlers who have built a demand for a 
non-competitive beverage. Write us today for complete 
information. 


CANADA, DRX, GUNGERBAALE, | NC. 


100 Park Ave., New York 17,N. Y. 
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durability... 


more return trips 








... dnerease 


your profits. 
...Use 


LONGLIFE 


LAURENS 


DURABLE 
UNTFORM 
COLORFUL 
BOTTLES 


Bottles! 


WORKS 


LAURENS, 





SOUTH CAROLINA 











aurens 
onglife 


BOTTLES 





whatever lubrication interval load and other condi- 
tions require. 

Entire machine is contained on a_ section of 
I-beam 37°, or 40 inches in length which is fitted 
into the conveyor track at a convenient spot. 

As each wheel reaches the spot on the track at 
which the lubricator is installed, a coupler clamps 
the lubricant fitting on its hub and delivers the 
required amount of lubricant or oil. The coupler 
instantly disengages and is ready for the next 
wheel. The amount of lubricant can be adjusted to 
.005 cu. in.—enough for 32,000 shots from the five 
pound grease or 2'2-quart reservoir. 

The new lubricator, sold as a “package unit” com- 
plete with a section of track, also includes the lubri- 
cant reservoir, right and left hand lubricator assem- 
blies with protective covers and anchor plates. As 
an accessory to the trolley wheel lubricator, Ale- 
mite’s Oil Mist system can be installed to auto- 
matically lubricate chain linkage and knuckle joints 
of load pendant hooks. 


Accounting Machine Does Many Jobs 


How one accounting machine handles the entire 
accounting operation for accounts receivable, sales 
analysis, accounts payable and purchase analysis 
is described in a new folder released by Remington 
tand Inc. The entire operation and the forms used 
are described in this new folder. Available free of 
charge from Remington Rand Inc., 315 Fourth Ave- 
nue, New York 10, N. Y. 


Financial Notes 


Owens-Illinois Glass Co.—-Increased sales and re- 
duced taxes resulted in improved earnings in the 
twelve months ended March 31, 1953, J. P. Levis, 
chairman of the board, has reported. Net earnings 
were $16,621,421.48, compared with $15,606,810.05 
in the twelve months ended March 31, 1952. Sales 
and other operating revenues amounted to $305,- 
191,458.63, compared with $298,171,607.47 for the 
previous twelve-month period. Owens-Illinois also 
announced last month that it has plans for con- 
structing in Atlanta the largest glass plant in the 
Southeast. 

Robert Gair Co., Inc.-George E. Dyke, president, 
has reported that for the first quarter of 1953 the 
consolidated net income of the company and its 
subsidiaries was $1.627,431, compared with $1,190,- 
322 for the 1952 first quarter. Net sales for the 
quarter ended March 31, 1953, were $29,734,645, 
as compared to $24,154,701 for the same period of 
1952, an increase of $5,579,944. Of this increase, 
$3,982,307 apply to American Coating Mills Cor- 
poration and $1,597,637 to the other operations of 
the company and its subsidiaries. 

Diamond Alkali Co.—-An upswing in first quarter 
1953 sales and earnings is reported by President 
Raymond F. Evans. Mr. Evans stated that net sales 
for the first quarter ended March 31 were $21,572,- 
915, and net income was $1,561,549. This compares 
with net earnings of $1,845,321 for the first quarter 


of 1952. 
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Non-Sugar Extracts 
Quench Late Spring Thirsts 





* No. 4, Cream Soda, $6.75 per 





* Special Glow Orange, 7 with Color. $7.25 ver 






We also feature the complete Conron line. 
Full line of Soda Water Flavors. Write for Samples & Prices 


LLC] 
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“THE GINGER HOUSE” 












Check Squirt Sales 
folate, 


YOU'LL 
SWITCH. TO SQUIRT 
T00! 





COPYRIGHT 1963 THE SQUIRT COMPANY 


Write For Franchise Details Today 


THE SQUIRT COMPANY aevesiy witts, cotitornic 


BEVERAGE CASE TRUCK 


WITH 10° RUBBER TIRES 
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Prom Your Supplier —_ 


Manufactured by 


WASHINGTON, MO. 


Model 21 
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BOOKLETS --- CATALOGUES 


New Syrup Cooler Bulletin 


Publication of a new bulletin covering Tubular 
Syrup Coolers has been announced by Mojonnier 


Bros. Co. The coolers are of completely sanitary, 
stainless steel construction, and are available in 


capacities up to 360 GPH. All larger models operate 
with a thin film of syrup in the tubes, and are self 
draining. This not only facilitates change-over 


from one flavor to another, and makes cleanup easier, 
but also means that all syrup is thoroughly cooled. 

The bulletin features new methods of installing 
Mojonnier Syrup Coolers as separate units, and in 
locations removed from the refrigeration source. 
For a copy, write Mojonnier Bros. Co., 4601 W. 
Ohio Street, Chicago 44, Ill. 


New Booklet On Beverage Flavors 


A new booklet on “Beverage Favors” is now 
available from Polak & Schwarz, Inc., 667 Wash 
ington St., New York 14, N. Y. The booklet lists 
the types and prices of flavors marketed by the 
company. 
















Kids love SUN SPOT. Grown-ups love SUN SPOT. AMERICA 


Free Booklet On "Steamboilerplant" 


Data and specifications on its “Steamboilerplants” 
are available in a new bulletin, No. A-104, pre- 
pared by Eclipse Fuel Engineering Co., Rockford, 
Illinois. The “Steamboilerplants” are fully auto- 
matic and self-contained. Copies of the new book- 
let are available on request. 


New Conveyor Literature 


A new, four-page illustrated folder showing ap- 
plications and features of the Rapistan Stevedore, 
Ir. portable belt conveyor has just been printed by 
The Rapids-Standard Company, Inc. The two-color 
bulletin has photos and descriptions of typical uses 
and features of the unit, which is used in many 
types of industry for stacking, power boosting, and 
truck loading jobs. Free copies may be had from 
The Rapids-Standard Company, Inc., 342 Rapistan 
Suilding, Grand Rapids 2, Michigan. Ask for Bulle 
tin SJA-53 


New Refined Syrups Brochure 
Traces Liquid Sugar History 


The development of liquid sugar from its birth in 
the middle twenties to its present position in the 
food industry is related in “Pursuit of an Idea,” 
a new book published by Refined Syrups & Sugars, 
Federal Street, Inc., Yonkers 1, New York. Written 


in narrative style, the text begins with the earls 


Find out why SUN SPOT boftiers are our best 





advertisement. For complete details as to what 


LOVES SUN SPOT. Everybody loves SUN SPOT'S real orange 


they say, write to 


goodness; and to “taste the tangy tangerines."’ North, South, 
East and West, sensational sales records set by SUN SPOT 


bottlers have proven that fact. 


SU ee a 
1500 RIDGELY ST., BALTIMORE 30, MD. 












"Has the BIG NEWS 
reached you?...’ 


, 


... WE're talking about 
the big profitable PLUS 
market opened by LO-CAL. . . . LO-CAL is non- 


fattening, sugar-free; distinctive in taste and in 





sales-appeal. Available in 5 popular flavors. 


LO-CAL is an approved product, an all-year 


round seller! Franchises are available in your terri- 


LO-CAL is sold in the popu- 
lar 16-oz. no-deposit bot- 


tles. A real profit-maker! 


AVAILABLE IN 
POPULAR 
FLAVORS! 





LO-CAL SALES COMPANY 


371 East 160th Street New York City 56, N. Y. 


efforts of D. V. Wadsworth, the originator of liquid 
sugar, to establish a foothold for the idea. The 
book centers around the subsequent birth and 
yrowth of the Refined Syrups organization and its 
success in specializing in this food manufacturing 
innovation. 

The book gives 28 pages of interesting informa- 
tion, with eight pages of photographs showing 
present Refined Syrups men and facilities. Copies 
are available on request. 


Catalogs On Measuring Devices 


Brown Instrument Div., Minneapolis-Honeywell 
tegulator Co., Wayne & Windrim Aves., Philadel- 
phia, announces the availability of new literature 
on its measuring devices. 

Catalog 1530, on “‘ElectroniK Controllers”, com- 
prises 56 fact-filled pages describing all types of 
ElectroniK control instruments which are used to 
measure and control a multiplicity of process vari- 
ables. Included are detailed specification and control 
action descriptions and ratings for both electric and 
pneumatic type controllers. 

Also available is a set of 7 new specification sheets 
on the firm’s flow meter line. 


New Data On Adjustable 
Ramps for Loading Docks 


A colorful, four-page brochure, illustrating and 
describing its Adjust-A-Dock and Adjust-A-Truck 
is now available from Rowe Methods, Inc., 2534 
Detroit Ave., Cleveland 13, Ohio. 

Both units are designed to increase handling 
efficiency on shipping and receiving docks. The 
Adjust-A-Dock bridges the difference in height 
between docks and rail cars and highway trucks, 
so that goods flow directly to and from the building 
and the carrier. The Adjust-A-Dock can be installed 
recessed in the dock or in front of the dock as 
required. 





VENDO NAMES NEW DIRECTOR 


Milton W. McGreevy. right. has been elected to the 
Board of Directors of The Vendo Company. Kansas 
City. Mo. He’s shown receiving congratulations from 
John T. Pierson, Vendo President and Director. Other 
directors are Robert W. Wagstaff, J. E. Hagstrom, Henry 
Gaddis. T. A. Buckley, Taylor S. Abernathy, and E. F. 
Pierson, board chairman. 





88 













FOR THOSE WHO PREFER 
LIME-SODA TREATMENT 







r4gua Matic 
COAGULANT REACTOR 


OUTSTANDING FEATURES 


. Thorough Mixing. 
Long Reaction Time 

. Unhurried, Positive Flocculation. 

. Roofed Discharge Nozzles Prevent Short- 
Circuit Water Paths. 

. Sterilization Accomplished After Floc Has 
Combined with Organic Matter 

. Lime, Alum, and Chlorine Handled at Floor 
Level. No Climbing or Hoisting 

. Full Automatic Controls, including Slurry 
Removal 


\ 
\ \ ‘3 
\ G 4 
ie Write for this Descriptive Catalog 
Details on the complete line of AquaMatic products 


are covered in the 20-page catalog ‘Water Treat- 
ing Equipment’’. Write us for a copy 


AUTOMATIC? UM ssortenzr 


CORPORATION 


2412 GRANT AVENUE, ROCKFORD, ILLINOIS 
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CROWNS 
As You Need Them! 
When You Need Them! 











PENN... 


has been servicing the industiy 





with Precision-made, brightly 
lithographed CROWN S for 


more than 20 years. 


Need delivery in a hurry? Need special 
decorations? — Stock designs? — Just call. 
We also manufacture metal SCREW CAPS 
from 18mm up to 89mm. 








Penn Cork & Closures, Ine. 
Evergreen 9-4416, 7, 8 and 9 1155 Manhattan Ave.. Brooklyn. N.Y 
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NAMES IN. THE 


THATCHER SALES REP 


Roger V. Rogers has 
been appointed sales 
representative for the 
Rochester, N. Y. branch 
office of the Thatcher 
Glass Mfg. Co., Inc. Rog- 
ers will take over the 
position and _ territory 
vacated by George W. 
Peck, II, recently-ap- 
pointed manager of 
Thatcher's Rochester 
branch. 


GETS PEPSI POST 


Benjamin U. Dugas has 
been named Director of 
Sales Training in the 
Sales Promotion Depart- 
ment of Pepsi-Cola Com- 
pany. Dugas was for- 
merly with the Dale 
Carnegie organization 
as sales promoter and 
teacher in speech and 
salesmanship. From 1933 
to 1950 he was associ- 
ated with The Louisiana 
Coca-Cola Bottling Co. 
of New Orleans. 


DIVERSEY NAMES 


Francis J. Frasor has 
been named Purchasing 
Agent for The Diversey 
Corporation Chicago, it 
has been announced by 
O. E. Soderberg, admin- 
istrative vice president. 
Diversey manufactures 
and sells cleaners, disin- 
fectants and insecticides 
for food plants. 


Benton & Bowles 


George Hartridge, recently owner-operator of a 
Seven-Up bottling operation in Mississippi, has 
joined Benton & Bowles advertising agency, N. Y. C., 
as account executive. Mr. Hartridge has had exten- 
sive sales, merchandising and advertising experience 
with Pepsi-Cola and Procter & Gamble. 


Clark Equipment Co. 


Two prominent lift-truck engineers have joined 
the Clark Equipment Company’s Industrial Truck 
Division, it was announced by vice-president Robert 
Il. Davies. 

John A. Borman, who worked with Clark trom 
1946 to 1950 before joining the Baker-Raulang Com- 
pany, has returned as assistant to Davies on engi- 
neering and production problems. 

Russell Hastings, who spent 18 years with the 
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RUMMY'S 
eye-catching 
emerald green 


7 oz. bottle 


One big reason why RUMMY outsells other specialty 
drinks in so many territories is its smooth, real juice 
flavor that's delicious straight or mixed. 


Unlike ordinary grapefruit drinks sold in an emerald 
green bottle, which are extract flavored, RUMMY’S 
delightful taste is the result of NATURAL fruit in- 
gredients. And it's fortified with a generous amount 
of REAL juices to make it a taste treat for children 


and grownups alike. 






For Free Samples and 
Full Details, Write or 
Phone TODAY ios 


















increased 
volume | 
on 









ovble-Delicious 


$ 1. Delightful Beverage 
2. Sparkling Mixer 


You profit with a RUMMY franchise because you get: 





e A drink with double use: delicious straight or 
mixed 


e A drink sales-tested ... proved in nationwide 
markets 


@ A drink of superior quality 
@ Economical—low ingredient costs 


e A tried and proven promotion program with 
sales making cooperative advertising, point-of- 
purchase material 


WONDER ORANGE CO. 


223 WEST ERIE STREET « CHICAGO 10, ILLINOIS 





ALSOP FILTERS 
MIXERS & TANKS 


(a — 


ce he 


for controlled syrup making 


More and more bottlers testify to the remark- 
able savings in operating time and labor that 
Alsop Syrup Filters, Mixers and Stainless Steel 
Tanks give them. These cost-minded bottlers 
find that they can maintain better control in 
their syrup room and get greater speed and 
economy in’ their processing operations. 
Regardless of the size or type of your installa- 
tion, there’s an Alsop Filter, Mixer and Tank 
to “fit your job” and you ean be sure of posi- 
tive, trouble-free performance. Write for full 
information, recommendations and = quota- 
tions. The Alsop Engineering Corp., 805 
Baltic Street, Milldale, Connecticut. 


| 


ONE RRS ihe RE 


Complete Mixing Tanks 


We can furnish any of our 
Open and Closed Stainless 
Steel Tanks with permanently 
mounted side-entering Mixers 
for a complete mixing unit. 
Valves and faucets of various 
types and metals, gauge glass 


assemblies and other acces- 





sories are available for all 


size tanks from five to three 





hundred gallons capacity. 


ALSOP ENGINEERING CORPORATION 


Filters, Filter Discs, Pumps, Tanks, Mixers, Agitators 
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SALES GO UP...with “SUNSATION”...the ORANGE with the 





The whole family likes “"SUNSATION" .. . it has 
79 that fresh orange taste! ... You'll like the supericr 
yA flavor of ''SUNSATION"’ as well as its YEAR- —— 
ROUND SALES APPEAL. Let us send you samples ly 
and details! (7s FRUITY! 
sed caverns = ESSENTIAL PRODUCTS CO., Inc. 
optional. 90 WATER STREET Established 1895 NEW YORK, N. Y. 











Lewis-Shepard Company, has associated himself 
with Clark as assistant to A. O. Williams in direct- 
ing the. activities of the engineering staff. 


The Coca-Cola Co. 


B. HH. Oehlert, Jr. has been re-elected Vice Presi 
dent of The Coca-Cola Company, to be assigned to 
the President’s staff in New York. From 1938 to 
1948, Mr. Oehlert served the Company in the suc 
cessive capacities of Assistant Counsel, Assistant 
to the President, and Vice President. From 1948 
until recently, he was Vice President and Director 
of W. R. Grace & Co., and continues to serve as a 
Director of Grace National Bank. 


Polak & Schwarz, Inc. 


Maurice M. Avler has been appointed by Polak 
& Schwarz, Inc., N. Y. C., as sales agent in Philadel- 
phia, Baltimore, Camden, Washington, Richmond 
and along the eastern shore of Maryland and 
Delaware. 

Mr. Axler is well acquainted with the needs otf 
bottlers, as he has been calling on these manufac- 
turers in various capacities for the past fifteen 
vears. Before starting his own sales agency recently, 
he was associated with R. Peltz Company of 


Philadelphia. 


GMC Truck & Coach Division 


A. A. Shantz, General Parts and Service Manager 
of GMC Truck and Coach Division since 1944, has 
been appointed Assistant General Sales Manager 
Trucks, it was announced by Philip J. Monaghan, 
vice president of General Motors and general man- 
ager of GMC Truck and Coach Division. 

Henry T. DeHart, formerly GMC Truck Advertis- 
ing Manager, was appointed Merchandising Man- 
ager and will be responsible for Truck Advertising, 
Sales Promotion, Sales Training, Parts Sales Pro- 
motion and Used Truck Activities. 


VANILLIN 


ZIMCO’LIGNIN VANILLIN  U. S. P. 


Al Natural Source Vanillin Originated 
and Manufactured in the Ynited States. 











A Finer Vanillin of Exquisite Aroma. 


Consult your flavor supplier ) 




















Steeuin Chemizale. 








SUBSIDIARY OF STERLING DRUG INC 
1450 BROADWAY, NEW YORK 18, N.Y. 


445 Lake Shore Drive, Chicago 11, HL 
FACTORY: ROTHSCHILD, WISCONSIN 

















for ALL 


PLANTS: LONG ISLAND CITY — LOUISVILLE, KY. 
WEST COAST: H. R. LAIST COMPANY 


RIALTO BLDG., SAN FRANCISCO, CALIF. 





Ly Soy! Yr / 





GUARANTEED UNIFORMITY 


D. D. WILLIAMSON & CO., Inc. 


5-39 FORTY-SIXTH AVENUE, LONG ISLAND CITY 1, N Y 
1901 PAYNE STREET, LOUISVILLE, KY 
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MAXIMUM COLORING STRENGTH 





























DELIGHTS EVERYONE! 


5 STAR Half Lime and Lemon is a 
tangy, thirst-quenching blend 
that will appeal to your customers. 
Send for a free sample and let 5 STAR 


Half Lime and Lemon prove _ itself. 





tasty, 











A mya 
half 
LIME 


LEMON Broug 





QUININE A hit everywhere! 
WATER Write for samples. 














BOTTLERS SUPPLY CO. 
3359 St. Clair Ave., Cleveland, 0. 

















Crown Cork & Seal Co. 


At a special meeting of the Board of Directors of 
Crown Cork & Seal Company, Inc., held March 5, the 
following were elected Directors to fill 
existing vacancies on the Board: 

Donald W. Hill, President, Crown Cork Specialty 
a wholly-owned 


persons 


Corporation, St. Louis, Missouri, 
subsidiary of Crown Cork & Seal Company, Inc., 
and manufacturers of specialty metal closures. 
Cover B. Newman, Treasurer, Crown Cork & Seal 
Company, Inc. Mr. Newman, prior to his appoint- 
ment as Treasurer of the company in 1949, was an 
Assistant Treasurer and Assistant Secretary. 


The World’s 
STAR Best 
TRADE MARK REG. Opener 





STATIONARY 
BOTTLE 
OPENERS 


Eliminate loss of 
bottles and contents. 
Prevent danger to 
the public. 

Have long life. 


Brown Manufacturing Co., Inc. 
NEWPORT NEWS, VA. 
















NOW IT WORKS 


STAINLESS NICKEL 
STEEL 5 ALLOY 












































SANITARY VALVES LINE 
AND BRINE FILTERS 
h.6 
FITTINGS TUBING 








L. C. THOMSEN & SONS, INC., KENOSHA, WIS. 


Sanitary Equipment for the Processing Industries 
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SETHNESS 


Quality 
CARAMEL 





Since 1880 
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The Squirt Company 


James Garrett has been appointed as Assistant 
to E. J. Kitterman, Assistant Secretary and Man- 
ager of The Squirt Company plant, 
located in Glendale, Arizona. 


processing 


According to Herbert B. Bishop, President of 
Squirt, Mr. Garrett will be working directly with 
E. J. Kitterman in the production of Squirt base. 


Merck & Co., Inc. 


William C. Kahle has been appointed general sales 
representative for Merck & Co., Inc., manufacturing 
chemists, of Rahway, N. J. for the territory of Kan- 
sas and Missouri, according to Frank W. Warren, 
manager of the company’s General Sales Depart- 
Mr. Kahle succeeds T. R. Edgerton, who has 
resigned. 


ment. 


Consolidated Cork Company 


Fred Heyman, President of Consolidated Cork 
Co., Brooklyn, N. Y., has announced that the Parker- 
Browne Co., Fort Worth, Tex., is now representing 
his organization in Texas. Mr. Heyman concluded 
Brightwell, Jr., of Parker- 
srowne, early this month. Parker-Browne Co. has 


negotiations with O. A. 


been active in the bottlers’ supply field for many 
years and is well known throughout the southwest. 


Setting the Standard ‘ 


41-15 29th Street, 





All Size 
Containers 





.»-TO TANK 
CARS 


1200 W. Division 


















E 
ERE MAY B 
' FRANCHISE 
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WRITE, WIRE 
OR PHONE 
TODAY! 


DAD'S 
ROOT BEER CO. 


2800 W. Talman Ave. 
Chicago 18, Ill 


opEN IN YOUR 











Cash in on this “4 
popular sure profit, 
year ‘round beverage 


KAYO...the leader ' . 
in Chocolate Drinks for 
over 25 years 


CHOCOLATE PRODUCTS CO. 


415 WEST SCOTT STREET, CHICAGO 10, ILLINOIS 















PARTIAL LIST OF DISTRIBUTORS: 


Rochester, N. Y. 
Pittsburgh, Pa. 
Philadelphia, Pa. 
Buffalo, N. Y. 
Alameda, Cal. 
Baltimore, Md. 


Cramer-Force Company 
Standard Box Company 
Treen Box Company 
Union Paper & Twine Co. 
Edgewater Sales Org. 
Acme Box Co. 








-»»» PARTITIONS 
THAT ACTUALLY 


REDUCE BOTTLE BREAKAGE! 


The rugged construction of FIBERLOX Partitions 
assures a minimum of bottle breakage, longer wear 
and greater economy. Built by the originators of 
Fibre partitions, they are immediately available 
in either stock sizes or to your specifications. 








Write today for complete information. 


PAPERBOARD PRODUCTS, Inc. 


PORTLAND 2, MAINE 
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First IN SALES! 


— 


‘ First IN QUALITY! 


First IN ACCEPTANCE! 


People the country over are ask- 
ing for Nesbitt's by name because 
it's the best tasting and the most 
extensively advertised drink of 
its kind in the country. Our rep- 
resentative will be glad to call 


on any interested bottler in any 
open territory. 


NESBITT FRUIT 


PRODUCTS INC. 
2946 EAST l1th STREET 
LOS ANGELES 23, CALIF. 








For over 30 years... FAMOUS FOR 


GINGER ALE 


MONTE CRISTO - --- THESCO 


—two favorites with bottlers who want the best! 
A Full Line Of Distinctive Quality Flevors 


THEALL & PILE, INC. 32 reat, tice! 








RATES AND GENERAL 
INFORMATION 


e For sale, Exchange and Wanted Sg me ge ttle 
Advertisements are available at the 1s « 
following rates: 25 words, $1.50 each 
insertion; 6c for each additional word. FOR SALE. | 
Address or box number is not included wh ne Guark 
in word count. A number, or group of ( nd | 
numbers is considered as one word. BEVG loo | 
@e Orders for classified advertising rom SA ie Bott 
must be accompanied by payment. 


e Those advertisements which do not 
comply with the established headings, 





‘ZEPHYR BODIES’ 


A nada niin Ss ttt 


ECONOMY TESTED 


Hi-tensile, rust resis- 
tant steels and 500 to 
1000 Ibs. less weight 
offer savings on oper- 
ation, repairs and 
maintenance. 


FREE CATALOG 


SPECIALTY ENGINEERING CO. """"ssieAvsit Sermyeest 


$.-2 





or which advertise new products or 





tors reserve the right to change or 
reject any advertisement submitted Machinery, Appaeratus, 
for these columns. FOR SALE.—Cor 
@ In answering advertisements, please iste meat ae ye 
take notice that letters must be sent wy 

to the box number; initials, name or 104 cM 





address given by advertisers 





@ Please Note!—The N. B. G. assumes 
no responsibility for condition or de- 
scription of items listed in this section. s 
All information is furnished by the : 
advertisers 815 Ce ue. of 











FOR SALE.- | 
FOR SALE ) 


Business Opportunities Kottling bstablishments t \l I 


FOR SALE. | 
A Be + FOR SALE. | 
‘+9 NI 





Through extensive research and 
experimentation, DOMINION now 
offers a greatly improved— 


BROMINATED VEGETABLE OIL 


which is very light in color, with 
accompanying high standards of 
taste and uniformity. 





Your inquiry is invited. 
Samples upon request. 








DOMINION PRODUCTS Inc. 


Manufacturing Chemists 


10-40 44th DRIVE LONG ISLAND CITY 1, N. Y. 


Materials, Bottles, Boxes 


services are not acceptable. The Edi FOR SALE 





occenne™ 





FOR SALE. One 1930 Cem 44 it eing 
‘ tting ver eduit GOLDEN 


FOR SALE Cer H) Model B 
fit wwWOC Meyer Dumore 


BOT «) ane | State t Mia ! I 


FOR SALE.—2252 cases of new Lemonette 
bottles pac ked 30 bottles to the case in Gr apette 
wooden case 200 gr. new Lemonette bottles in 
original container 2400 cases of new Orangette 
bottles, packed 30) bottles te 


wooden ses; mM: ‘ 
SIMON, 104 Main St., First National Bank Bldg., 
Oshkos} Wis ‘ - 


One Bottle 
‘One Quality 


ee es 
Unprecedented 
Bottler PROFITS 
-0-SO GRAPE COMPANY 


1015 Se. Washington $t. PEORIA, ILL. 
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SPECIAL 


ANNOUNCEMENTS 








i 


BOTTLERS 
TRADING POST 
a ao a neta a tt ten tat re ctl D et tt 


MACHINERY SPECIALS 


6 & 8 wide Heil 

6&8 wide D&L 

5 ton Hy-Grade Cooler 
10-ton Kol-Flo Cooler 


Phone or Wire us for inspection. 


BOTTLE SPECIALS 


1500 cases 6'/2 oz. Flint Sodas 
1000 cases 12 oz. Flint Pepsi Type 
4000 cases 28 oz. Sodas 

1000 cases 32 oz. Bottles 


AIDMON 
BOTTLE & SUPPLY CO., INC. 


4 
4 
7 
4 





7615 Third Ave., Brooklyn 9, N. Y. 


BEachview 8-3450 





We Will Buy (And Sell) At Any Point 


Ary Qeentity of Emptied 10-Galien Grapette, 
Double-Cele. and Pepsi-Cola Metal Cans; 
eed Also Wooden Kegs, Barrels and Steel 


Drems. 


BUCKEYE COOPERAGE CO. 
3803 Orange Ave. 


Cleveland 15, Ohio 








YOUR CUSTOMERS ARE CALORIE 


CONSCIOUS! 


Cash in on the demand for sugar-free bever- 


ages. Write for details. 


SILVER KING SALES CO. 


Waukesha, Wisconsin 





Charkes §. JACOBOWITZ Co. 


yor MAIN STPEET BUFFALO 14. 7 AMHERST 2100 


LABELER 
HEADQUARTERS 


We are headquariers for used labeling ma- 
chine including emi-automatics such a 
World, Liquid, Osiund, Ermold with capaci- 
ties 20-40 bpm, for splits, pints, quarts; body 
and or neck labels. Prices from $150 up 

Also, the automatic rotary machines like 


Liquid, Oslund, and World “capacities 40-120 
bpm. We have several of these machines in 


stock with attachments for quart bottles 
body and neck labels; priced at $1,500 up 
Also, the very popular Ermold 6, 8, and 10- 
wide machines; capacities 60-180 bpm 

At this moment we are shipping labele: 
customers in Hawaii, South America, and 
everal other points 

Tell us your requirements for labeling ma 
chine ineluding capacity desired, size and 
shape bottles to be used, size and shape label 
to be applied, and we will be glad to quote 
We are always interested in purchasing your 
surplus equipment, so why not send us a list 


Seung American Industry for over BO Years 








FOR SALE.-—-150 case per hr. 2-compartment 
Miller Hydro washer, chain has brass bushings 
excellent condition, new in 142; model C. Dixte 
No, 2546 with automatic feed and adjustable bottle 

als; McKays water treating equip. complete wit! 
Zeolite sand and ac carbon; Jur t 
Stevador, junior eles ate) made 17 
DJA 10-8:1/5, No length 10 ft., belt 8 
rie e wide top a teed 4 1 charge 
t t 1s € 7 ttle 
v f tall icke n cartons; Liq arbor 
it i 20) gal. per hr., N 411085 ed low 

! ile TYLER BROS Villi Iowa 

; 


FOR SALE. 82-spout Liquid low-pressure 
siruper and filler with Jumbo CCS automatic 
crowner; S-wide Liquid Super Kleen washer, 500 
gph Liquid Lite Time carbonator; World rotary 
iutomatic labeler; 36” rotary accumulating table; 
2 100 gal tainless steel tanks; 10 dise Star Liq 
uid sirup filter; would like to sell all, but any 
reasonable offer for all or part will not be refused 


Pr. T., BOX 740 12.-tf 


FOR SALE.—d-wide Liquid Universal soaker ; 
I2-spout Red Diamond filler; 250 gph Red Dia 
t 5 hp York compressor with stainless 
teel cooler; all equip. but the cooling system new 
n 1947, used only 2 yrs r. ©@ BOX 735 
A 


nd carb.; 


FOR SALE. Cem 40 model B filler and crown- 
er, good condition, available in Mar. 1953; also 
800 gph CCS stainless steel saturator, available 
now Pr. ¥ BOX 736 12.-tf 


FOR SALE G-wide Heil 1941 soaker; any 
reasonable offer accepted; must make room avail 
ible PrP. O BOX 737 12.-tf 

FOR SALE Cem 20° siruper-filler-crowner ; 
plits to qts.; excellent condition; immediate de 

r. BOX 734 12.-tf 
FOR SALE Model B Dixie, serial No. 361; 
priced low for mmediate sale; torage space 
1 Pr. G., BOX 725 11.-¢f 

FOR SALE 6 oz. beautifully decorated color 
pplied emerald green bottle especially good tor 
‘ ‘ or clut lia GOLDEN AGE BEV 
CO IN( H00 FE. Exchange t Akron. Ohio 


FOR SALE 2 OO pal tainle teel Cem 
arbonator $2,250; SO-head Liquid pint) mixer 
$2.0%) thoroughly »verhauled PEPSI-COLA 
BOTT. CO., 1030 East New York St., Indianapoli 
? Ind 1.-tf 
FOR SALE everal indred gi Hire 12 
r ACL bottle packed and available for imme 
ate hipment CANADA DRY BOTT, CO 
125 ~«C«&i&K y St ( irleston ( > ef 
FOR SALE Botthng equipment; Cem 20 unit 
tollow Cre 1. Meyer Mfg Co, model 408 
ne bnétle wacher wit ree , ete: Crowr 
( X t ( 20 it Cer er and 
€ ete wit tor ( ( & Sea 
( ‘ ttle rt er complete wit moto Crow! 
( & Seal ( el 2M) Cer ite er wit 
Ire mpre in 1 HET t t ‘ 
teel < er Crown ( rk \ SeA ( model 
8OB-D DH 2O-gal iturat wit 1% 1 an 
motor: Crown Cork & Seal ¢ ‘ Ace 
lating table complete with 51 tive ind il 
nd HP motor I idler ¢ rer 4) 
rauye pen toy tainle tee! t pre 
Pfaudler Ce 14)-gra No. VO paupe yen tort tai 
€ tee x! tan) wit ie igitate in 
. Ia H & S el €-10 ertica 
smal ive ; ‘on mp at oter 
( ( il ( ! é Roo BREK 
GPH HOR 17 t | p a 
t t t ed ¢ 1 y1 tM 
é eq ‘ eM ] 
15 il t SOW) Madi 
4 M ie o on 2 f Ma 
| VI IP BOTT. CO 4 F 
Ml I 1 
FOR SALE I t 
Miam M Be 
BURAL BEVERAGE CORP t \\ p 
VI } ! 
FOR SALE (i | 
= P ' (MM) 
1p. , BARO BOTT. CO | 
{ ‘) » 4 
FOR SALE Ldixre ( 
‘ ‘we 
( ¢ I ( 14 M 
‘ lt 
FOR SALE iM nrier 7 ( ( 
t e tom t t 
(wi ‘ B 
. yw) KI} } hh ( 
he | ho) } pe ( ‘ ‘ j 





CEM 20 filler, 3 sets of stars, very 
good, $4,000.00. 

CEM 24 filler, rebuilt, 3 sets of stars, 
$2,500.00. 

CEM 28 filler, rebuilt, 2 sets of stars, 
$5,500.00. 

CEM 40 filler, very good, $4,500.00. 
LIQUID RED DIAMOND 12 spout, 
Reeves drive, rebuilt, $1,400.00. 
LIQUID RED DIAMOND 12 spout, 
used, $800.00. 

LIQUID RED DIAMOND 24 spout, 
used, $2,000.00. 

LIQUID Low Pressure 32) spout, 
&1.000.00. 

LIQUID Low Pressure 40° spout, 
$1.500.00. 

DIXIE Model “EF” filler, rebuilt, au- 
tomatic, $1,800.00. 

DIXIE Model “C” filler, rebuilt, au- 
tomatic, $900.00. 

BURNS filler, Reeves Drive, rebuilt, 
$500.00. 

HEIL 6 wide washer, good condition, 
automatic, $1,200.00. 

“D & L” soaker type 90 CPH, 6 
wide, new 1948, automatic, 
$2,500.00. 

MEYER DUMORE 8w3e quart wash- 
er, used, $750.00. 

MEYER DUMORE 8w2e quart wash- 
er, rebuilt, $5,000.00. ~ 

MEYER DUMORE l2w5e quart 
washer, used, $7,000.00. 

MEYER DUMORE 12we pint wash- 
er, good condition, $3,000.00. 
MEYER DUMORE l6w5e quart 
washer, good condition, $12,000.00. 
MEYER DUMORE 8w3e quart wash- 
er, 2 end, used, $2,200.00. 

LIQUID SUPERKLEEN 8w2e quart 
washer. good condition, $750.00. 
LIQUID UNIVERSAL 5 wide washer, 
19147, $2,600.00. 

MEYER DUMORE 8 wide pint wash- 
er, rebuilt, $2,700.00. 

WORLD ROTARY auto. variable 
speed drive, quart, rebuilt, 
$2,250.00. 

WORLD ROTARY auto. pint, re- 
built labeler, 81,250.00. 


DUE TO BUILDING 
ALTERATIONS... 


we offer the following equipment at 


GREATLY REDUCED PRICES ! 


IMMEDIATE DELIVERIES ... ACT FAST!! 





WORLD ROTARY auto. quart, re- 
built labeler, $1,500.00. 

OSLUND automatic labeler, $900.00. 
“O& J’ automatic labeler, $150.00. 
WORLD, ERMOLD, NATIONAL 
semi-auto. labeler, rebuilt, $400.00. 
CEM 12 head mixer, rebuilt, 
$1,350.00. 

LIQUID RED DIAMOND 15 head 
mixer, $1,000.00. 

LIQUID 20 head mixer, splits only, 
$150.00. 

CEM 250 gph saturator, rebuilt, 
£600.00. 

CEM 500 gph saturator, rebuilt, 
$900.00. 

LIQUID LIFETIME 300 gph car- 
bonator, rebuilt, $650.00. 

LIQUID LIFETIME 500 gph car- 
bonator, rebuilt, $1,000. 

LIQUID LIFETIME 800 gph car- 
bonator, exec. cond... $1,150.00. 
LIQUID RECIRCULATING 1000 
gph carbonator, rebuilt, $1,000.00. 
LIQUID RED DIAMOND 250 gph 
carbonator, rebuilt, $600.00. 
MOJONNIER 7! HP carbo-cooler, 
rebuilt, $3,000.00. 

10 HP compressor with instantane- 
ous cooler, rebuilt, $1,500.00. 

744 HP CARRIER compressor & 
LIQUID stainless cooler, $1,500,000. 
5 HP YORK compressor and cooler, 
rebuilt, $1,250.00. 

STAR LIQUID 24 dise syrup filter- 
pump-motor, like new, $550.00. 
STAR LIQUID 10 dise syrup filter- 
pump-motor, new, $500.00. 
HORMAN 10 dise syrup filter with 
sanitary pump, rebuilt, $275.00. 
PERMUTIT 28” sand and one car- 
bon filter, rebuilt, $550.00. 

2 HYGIEA 36” sand and carbon fil- 
ters, rebuilt, $100.00. 

2 LOOMIS-MANNING 24” sand and 
carbon filters, rebuilt, $500.00. 
Bump Stainless Steel 1” 
pump and motor, $200.00. 
Stainless steel TANKS, all sizes. 
Bottle conveyor, built to specifiea- 
tions. 


sunitary 


WRITE... WIRE... or PHONE (DE 2-1021) 


© 


firstenber 


bottlers’ equipment co. inc. 


301-307 Powell St., Brooklyn 12, N. Y. 












WITTE AWW \\\ SW 
FOR BOTTLING EQUIPMENT 


REBUILT AND GUARANTEED 
WRITE - PHONE - WIRE 


BOTTLERS SERVICE CORPORATION 


43-77 Vernon Bivd., Long Island City 1, N. Y. 
RAvenswood 9-3173 











FOR SALE 


25,000 full-depth 24/12 oz. cases, Pepsi 
type stenciled to your specification. 
100,000 24/12 oz. Partitions. 


AIDMON BOTTLE & SUPPLY CO., INC. 
7615 Third Ave. Brooklyn 9, N. Y. 
BEachview 8-3450 














It’s New! It’s Improved! 
A-1 COLA BASE CONCENTRATE 


“The Cola of Superior Flavor” 


write for free sample to 


CLOISTER LABORATORIES, INC. 
325 W. Huron St. Chicago 10, Ill. 








FOR SALE 


150M—12 oz. Partitions. $45.00 per M delivered ra- 
dius 700 miles of Buffalo, N. Y. Lots of 2500 or more. 
7000 7 oz. Shells, O.S. dimensions 10'/2"' x 16'/"" x 
7¥%4'" hi. WANTED: 12 oz. Spur bottles, in full depth 


cases. 
BISON BOTTLE COMPANY, INC. 


28 WASSON ST. BUFFALO 10, N. Y. 








BETTER REPAIRS WITH THIS 


BEVERAGE CASE NAIL! 


@12” LONG — 12 GAUGE WIRE 

@ OVAL HEAD—BARBED BODY from head 
to center. 

@ CEMENT COATED (Cement coating adds 
to holding power and provides addi- 
tional protection against corrosion.) 

@ Will not break if bent 

© PACKED IN 100 POUND KEGS... PRICED 
AT 17c PER POUND F.O.B. PHILA., PA. 

Order your supply today. Sample upon request. 


S. ERVIN DIEHL, JR. 





1300 N. FRONT ST. PHILA. 22, PA. 
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6 head auto 
direct motor 
BOT de ERS’ 
Bror »kly N. ¥ 


FOR SALE.--1 Barnet Foster 
siphon filler; completely rebuilt with 

ve; $1,500.—FIRSTENBERG 
EQUIP. CO., 301-307 Powell St., 

ad 








HELP WANTED 


Foremen Helpers, Practical Bottlers, Salesmen 


HELP WANTED.—Experienced salesman, Pa., 
New Jersey, New York, who knows the soft drink 
bottler salary and expenses plus bonus; car fur 
nished; give full particulars; confidential R. M. 
BOX 453.-——5.-3. . 
HELP  hertae ond 


Salemen wanted ; — t 


tablished flavor yuse wants men; wi 

side line or full sam ESSENTIAL PRODUCTS 

CoO., INC., 58 Fulton St., N. Y. ¢ S.tf 
HELP WANTED Representative wanted for 

western territory on national franchise dietetic 

diabetic drink; write stating territory cover; all 


mnifidential R N., BOX 791 5-1 


repli ce 


HELP WANTED.—Yes-Sah Root Beer need 
2 salesmen with following in mid-west and eastern 
eaboard areas; excellent ground-floor proposition 
interviews will be arranged at our expense; please 
do not ‘phone; write stating qualifications; reply 


to.-RAYMOND N. HASSEY & SONS, 864 
Market St., Kingston, Pa Ded 


SALESMEN WANTED.—Neeco coffee soda; 
sale manager experienced in franchising, three 
Middle West, South, and the West Coast mer 
with vision wo can carry themselve thi 
pportunity tor opening territorie for the 
new «dr with the widest appeal THE NEE CO 
COMPANY Div. of the ATLANTIC a ebrhege FY 
COMPANY, INC., 134 Fulton Street, Boston 13 
Ma 10-1 

HELP WANTED. Beverage flavor salesmen 
by old established house; 2 territories open, 1 
Penn. Ohio, ete., 2 Ill, and mid-west; preter men 
living in territory and experienced; may be able 
to work in with another line; state fully experi 
ence, territories covered, lines handled; all repli 
trictly confidential Cc. G., BOX 700 h.-1 

HELP WANTED. Flavor chemist, able to 


formulate something exceptionally fine in a fruit 
base orange, from beginning to end; must under- 
stand all angles of the business; this is a small 
aggressive company; will share on a bonus ar- 
rangement plus a moderate salary—N. V., Box 
552.—10.-1 


HELP WANTED. A 
selling nationally to the 
manufacturers, for many years, is desirous of add- 
ing a few men in valuable and productive open 
territories; these men should know the industry 
and possibly have another line which they are now 
selling to this trade; if you are in a position to 
extensively cover your territory with an outstanding 
line—already established and well known, here is 
an unusual opportunity to substantially increase 
your earnings; write fully, statin experience, 
lines handled and territory covered ; all replies con- 
fidential—O, I Box 603.—6-tf. 


reliable manufacturer 
bottlers and beverage 


HELP WANTED Production man for Coca 
Cola Bottling Co in middle western city of 
ippro 35,000 population R. 0., BOX 794 
a a 

aS L of WANTED.-—Sales route upervisor 
Coca-( la Bottling Co, in middle western city of 
ipprox 5.000 population R. R BON 705 
5.-3 

Behr Want eo. Franchise representative for 
Oh Pa., W. Va.; immediate opening for experi 
enced man as district representative with well 
established parent franchise company; must have 
franchise carbonated beverage experience callir 
on bottler ilary, expenses and ir allowance 
give complete outline past experience, ilary re 
quired, age and personal data; application strictly 
confidential R. O., BOX 792.—5.-1 








WORK WANTED 


Situations — Salesmen, Bottlers, Foremen, Helpers 
POSITION WANTED. Production manager 
ver 2d yi experience: imiliar witl 1 pha 

thie botthy ‘ mcdustrs will give ethciency ind 

i quality product; reference ivailable R S 

BOX 76 <1 


POSITION oon Manager; with 27 y1 


aackground i ittling busine 7 yrs. as gener 


} 
manager: good reference available Ew 
THT D.-1 

POSITION WANTED As plant uperinten 
dent in large be ttling yen) enperened on Cem 
vsten of botth } Me re-T 
LIAM ID i ARD. 605 W Mat yland St., Evan 
ville Ind 











How To Beat Rising Bottle Costs 
. . » Use Our Specials For 
Non-Returnable Sales 


- THIS MONTH'S SPECIAL - 


50,000 cartons 24/12 oz. new flint non-return- 
able beer bottles. 

20,000 cartons 36/8 oz. plain emerald green. 

20,000 cartons 24/8 oz. emerald green sodas. 

5,000 gr. 7 oz. ACL Spur bottles. 

200,000 new 12 oz. partitions at bargain. 

400 gr. new tall flint 8 oz. sodas. 

250 gr. new tall flint 7'/2 oz. sodas. 


It will be well worth your while to check 
with us before you do your purchasing. 
1. Baskowitz Bottle Company, Inc. 
1301 Grand St. Brooklyn 11, N. Y. 








OPPORTUNITY 


Bireley's Division, General Foods Corporation is 
expanding rapidly and needs men with beverage 
or franchise experience. 


New Bottling process has opened unlimited expan- 
sion possibilities. Important new franchises signing 
daily. Inquiries strictly confidential. Send summary 
of experience to:— Franchise Sales Manager 


Bireley's Division 
General Foods Corp. 


1127 No. Mansfield Avenue 
Hollywood 38, California 


=. senee V/2-gal. Amber steinies packed 6 in wood 

175" ease syphon bottles packed 6 each wood case 
with heads. 

75 coses syphon bottles packed 6 each wood case 
without heads. 

10,000 cases Flint 12-oz. export shape beer bottles 
acked 2 doz. paper cases. 

1 Eo gr. 61/2-0z. Emerald Green beverage bottles, 
initial on shoulder, packed in paper crate service 
cartons. 

3000 cases Grapette bottles. 

3000 cases Orangette bottles. 

4000 cases Lemonette bottles. 


SIGNER BOTTLE SUPPLY COMPANY 
Wilstach & Dalton Ave. Cincinnati 14, Ohio 








FOR SALE 
700 gross, 8 oz. Tall Flint Sodas, New 
300 gross, 7'/2 oz. Tall Flint Sodas, New 
30,000 cases, 12 az. Emerald Green Ales, 
Balantine style 
10,000 cases, 12 oz. Export Shells, paper parti- 
tions, 24 ea. 
10,000 cases, 12 oz. Steinie Shells, paper parti- 
tions, 24 ea. 
3,000 cases, B-1, ACL Emerald Green Bottles 
& Boxes 24 to '/p depth case 
30,000 cases, Used 2 doz., 12 oz. amber select 
Beers 
We buy all surplus bottles and Crowns 


PENN BOTTLE & SUPPLY COMPANY 
5619 Cherry Street Phila. 39, Penna. 

















WANTED: 


JUNIOR 
EXECUTIVE 


Carbonated beverage division of na- 
tional food distributor has opening on 
staff for qualified man, 28-34, to pre- 
pare for plant management. Man se- 
lected will be assigned for varying in- 
tervals to different U. S. plants for the 
purpose of becoming fully acquainted 
with our plant operations prior to be- 
ing appointed to a plant manager posi- 
tion. Good starting salary and ad- 
vancement opportunities. To qualify, 
you must have a college education in 
chemistry or food technology or chem- 
ical engineering and at least four years 
of supervisory experience in food plant 
operations. 

Reply in full confidence. Send complete 
details on: education, personal back- 
ground, employment record, and salary 
requirement. 


WRITE TO BOX 162 


c/o NATIONAL BOTTLERS' GAZETTE 
9 E. 35th ST. - NEW YORK 16, N. Y. 








ALWAYS BUYING 


Seda Water Tanks—Block Tin Tubing — 
Syphon Tops. Get Our Prices First! 


RELIANCE LEAD SOLDER & BABBITT CO., INC. 


399 Genesee St. Buffalo 4, N. Y. 








WE BUY—SELL 
BOTTLES ... CASES 


Any type .... large & small Quantities. "An 
exchange can be arranged"— contact 
OHIO BOTTLE AND SUPPLY CO. 


420 Morgan Avenue Akron, Ohio 
Akron Phone: PR 3-5145 Cleveland Phone: UT 1-379! 








SPECIAL OFFERING 


Geo. Meyer Quart Washer, 16-wide, 5 comp., 
double end, model 516-9; Ser. B-910-10-1936. 
3/60/220-440 motor. Price $2,500.00. 

Geo. Meyer Pint Washer, 12-wide, 4 comp., 
double end, model 412-P; Ser. #731; Class 
34-3. 3/60/220-440 motor. Price $2,500.00. 
Also Jumbo medel "E" 7-head Crowners, Geo. 
Meyer 34-spout Beer Fillers; Ermold 8-wide 
Labelers. (Pint labeler new in 1947). Equip- 
ment at Patrick Henry Brewery, Marion, Ind. 
Available now. 


PERRY EQUIPMENT CORP. 


1419 N. 6th Street, Phila. 22, Pa. 





National Bottlers’ Gazette 















THE LAST WORD 
keke ke kkk 


WT ue early cheerful predictions about business 
this year continue to be issued in the same frame 
of mind. The first quarter was good, and the next 
three months are expected to be as good, or 
better. Reasons: personal income, both dollars 
and purchasing power, continues to rise; savings 
are at new highs; employment continues at a 
peak; population is increasing and the’ basic 
industries are going strong. For instance, April 
retail sales was $14.1 billion, up five per cent over 
last April, with food sales up about 10°, over 
last year. Industrial production of the country 
was on a high plateau in March and up to 
the top level in April. The Federal Reserve 
Board’s index moved up 2 points to 242, compared 
with 221 last year. Only fly in the ointment, as 
far as bottlers are concerned—the weather, in the 
eastern half of the country, was generally too 
wet, too cold. Nevertheless, sales of soft drinks, 
as reported by major franchise companies, is 


ahead of last year in the same period. 


Interest in the dietetic beverages is still grow- 
ing and the entire situation better understood. 
Under present control regulations, the non-sugar 
drinks are of academic interest to most bottlers, 
since many States simply prohibit their manu- 
facture; some relaxation of the statutes is noted. 
In the States where the calorie-less drinks can 
be made, definite labeling and distribution rules 
must be observed. The “keep-thin” drinks are 
now fully appreciated for what they are—specialty 
items for a special segment of the market and 
far from a threat to standard beverages, unless 


bottlers themselves go haywire. 


x 


This column called the turn when it said last 
month that the “cost of bottles will go up some 
time this year, probably after the summer.” The 
expected date of the advance, November 1; the 


ee 


increase, about 7%. This will put additional 
emphasis on the question of adequate deposits, 
since the loss ratio continues to increase slowly, 
as reported by many bottlers. Good business indi- 
cates that the bottlers’ individual deposit situa 
tions should be cleared up well ahead of the 


increase in cost, or serious damaye can result 


For Full Fruit Flavor... ALWAYS 
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Manufacturing Chemists for Over 100 Years 


e Get the same full, fruity flavor every time in 
beverages, candy, jams, jellies or sherbets with 
Pfizer Citric Acid Anhydrous. 

You'll always get uniform results in acidity 
with this outstanding acidulant. Here’s why. 
Pfizer Citric Acid Anhydrous contains no water 
of crystallization. Consequently, it cannot dry 
out, even after long months of storage. It does 
not cake under proper storage conditions nor 
does it absorb water from the atmosphere. 

This regular consistency means you can be 
assured of the same tang every time. Let’s Talk 
Citric! Contact .. . 

CHAS. PFIZER & CO., INC. 


630 Flushing Ave., Brooklyn 6, N. Y. 
Branch Offices: Chicago, IIl.; San Francisco, Calif.; Vernon, Calif.; Atlanta, Ga. 


MAKE PFIZER YOUR REGULAR SOURCE OF SODIUM BENZOATE 



























Wheu ct comes to 


GIPRUS FLAVORS: 
Come to Foote & Yeuks 


For Lemon 


Choose Isolate Lemon — the standard of quality for 69 years. 









Ga 


Clear — brilliant in the bottle. No musty or woody taste. 





Terpenes removed at room temperature. Perfect for lemon or 
white soda. 


For Lithiated Lemou 


Choose Isolate Lemon and Limes — just right for a bright, clear, 


fast-selling beverage. Delicately blended. Terpeneless. Nat- 
ural. Ask for balanced blend of mineral salts, too. 


| For Lemon aud Limes 


Choose Clipper Lemon and Limes — natural blend with color 





and cloud. Two strengths. Two colors. Dense cloud — no ring. 
Lots of taste-appeal. 


For Orauge 


Choose from a wide range of cloudy orange flavors — dif- 

ferent blends, strengths and shades of color. All natural with 

| heavy, ringless cloud. Look good—taste good—money-makers. 

Also — clear, terpeneless orange for use as a base or re- 
inforcer. 








foole « Jenks 


JACKSON, MICHIGAN | 











FLAVOR SPECIALESTS SINCE 1884 





